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ABSTRACT 
 

 

 

Purpose – The purpose of this paper is to explore the structure of the switching costs 

in the Lebanese telecommunication market and investigate its impact on the 

customer retention taking into consideration the customer attributes that might 

impact these constructs. 

 

Design/methodology/approach – A post-positivist philosophical position and a 

deductive reasoning approach were adopted through this research. A mixed method 

was implemented including a qualitative study using a semi-structured interview 

technique on one of the two telecommunication operators in Lebanon in order to 

facilitate a qualitative method using a questionnaire technique to probe the second 

population that represents the Lebanese mobile phone subscribers. 

 

Findings – The switching costs are able to explain third of customer retention in the 

Lebanese telecommunication market. There is a moderate positive relation between 

customer retention and the switching costs that are composed mainly of relational 

switching costs towards the operator and the mobile number, followed by the fees to 

be paid upon buying a new subscription from the other operators. This moderate 

association can be due to the lack of competition in this market in Lebanon owned 

completely by the Lebanese government and managed by two operators sharing the 

market equally and offering the same products, services, network coverage and 

technologies. Females tend to be more attached to their operator and educated 

customer showed a higher retention levels. 

 

Research limitations/implications – The qualitative research surveyed top 

managers in one of the two telecommunication operators in the Lebanese market, it 

may be interesting to check the point-of-view of the other operator as well. If the 

number portability service was introduced in Lebanon or in case this sector was 

privatized, it will be very interesting to re-evaluate the outcome of this paper.  

 

Practical implications – Managers in the telecommunication industry can design 

customer retention strategies including well-tailored switching costs structure for the 

purpose of retaining their customer base, which shall increase/maintain their 

revenues and reduce their operating costs, thus increase bottom-line financial figures. 

 

Originality/value – Due to the current saturation in the Telecommunication industry, 

the customer retention topic, that is not clearly defined and measured, has gained a 

high importance in this sector. Few studies have evaluated the impact of the 

switching costs on customer retention and none has tackled the Lebanese market. 

 

Keywords – Customer Retention, Switching Costs, Telecommunication, Lebanon. 
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1 Chapter 1 – Introduction 

1.1 General Background 

The telecommunication industry has been a critical driver in the development of 

many economic sectors since the 1990’s, particularly in developed and industrialized 

countries (Gerpott, Rams and Schindler, 2001). By the end of the year 2015, there 

were around 7.3 billion mobile connections in the world used by the global 

population estimated at 7.4 billion people (GSMA Wireless Intelligence, 2016; The 

World Bank, 2016). This saturation in the telecommunication market has amplified 

the importance of customer retention due to the increased cost of acquiring new 

clients over retaining existing ones (Gürsoy and Umman, 2010). Despite the fact that 

well retained customers yield more revenue, obtaining a new customer in European 

markets might cost up to six times more than retaining a current customer 

(Verbraken, Verbeke and Baesens, 2014). With a worldwide annual retention rate 

averaging between 60% and 80%, depending on the maturity of the market, the 

major profitability losses are due to customers switching to other operators in global 

telecommunication market, this financial loss can be classified into two types; the 

customer acquisition investment previously made by the initial service provider and 

the revenue loss from losing a customer (Abbasimehr, Setak and Soroor, 2012; 

Geetha and Abitha Kumari, 2012). 

Customer retention is studied in many disciplines, however, it is always defined in 

the context of relationship marketing, where companies struggle to place customers 

at the heart of their strategies in order to develop and maintain their customer base 

(Steiner, Siems, Weber and Guhl, 2014). The customer retention was measured in 

many countries using survey strategies, mainly by probing the customer base using a 

survey-based questionnaire investigating the willingness to repurchase, the resistance 

to the competitors' packages and the intent to recommend their current mobile 

operators (Lee, Lee and Feick, 2001; Kuo, Wu and Deng, 2009; Santouridis and 

Trivellas, 2010).  

Despite the critical importance of customer retention, companies should evaluate the 

customer lifetime value and measure it against the cost of a retention process, taking 

into consideration the value of the retention strategy in identifying the areas that 
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should be improved in order to retain their existing customers and increase their 

profitability, also keeping in mind the Pareto law suggesting that 20% of the 

customers often yield 80% of the revenue, thus, a customer classification is 

imperative before applying any retention program (Abbasimehr et al., 2012). 

The switching costs appeared in the literature in early eighties in the context of entry 

barriers; these costs were identified as fees incurred by the buyer when switching 

suppliers thus creating a barrier for a new supplier to enter a competitive market 

(Porter, 1980). In the telecommunication industry, switching costs are monetary and 

non-monetary barriers incurred by a subscriber once he decides to switch to another 

mobile operator. Marketing strategies should take into consideration the management 

and structure of switching costs since dissatisfied customers might not be able to 

switch carriers due to the burden of high switching costs (Lee et al., 2001). 

While studying the relation between customer retention and switching costs in the 

telecommunication industry, some researchers suggests that these costs complement 

the customer satisfaction in explaining the customer retention, while others consider 

that customer retention can be deduced from the service quality and pricing structure, 

and on the extreme side, other scholars confirmed a strong relation between these 

constructs in specific markets (Lee et al., 2001; Szymanski and Henard, 2001; 

Burnham, Frels and Mahajan, 2003; Wong and Mula, 2009). 

No other relevant research has investigated the effect of the switching costs on the 

customer retention in the Middle East telecommunication markets, in particular, in 

Lebanon. 

1.2 Need for the Study 

The switching costs were studied and categorized by many researchers, however, 

only few literatures have covered the switching costs in the telecommunication 

industry and none have tackled them in the Lebanese market. This research will 

strive to validate the previous literature related to the switching costs and establish its 

definition in the telecommunications industry in Lebanon. 

As the telecommunication market is becoming more and more saturated, customer 

retention issue is getting more importance. In Lebanon, if a customer decided to 

switch from a mobile operator to the other, he will have to lose his mobile number 
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and acquire a new one, however, if the number portability service between the 

operators was introduced to the Lebanese market, it becomes easier for the customers 

to migrate to another operator while keeping their current mobile numbers. This 

service could threaten the market share and customer base of the current operators, 

which might reduce their monopoly. 

This research will try to address the switching costs structure in order to provide 

useful information for the current telecom operators on how to empower their 

retention strategies taking into consideration not only customer satisfaction but also 

switching barriers. If these retention programs were successful, the cost of acquiring 

new customers can be reduced which will reflect a higher profitability for the 

operators. 

Also by understanding the switching costs factors, operators can target the 

competitor’s customer base more easily by trying to reduce their switching costs to 

facilitate the switch, and thus, increase their market share. 

1.3 Purpose of the Study 

This research attempts to assess the impact of the switching costs on the customer 

retention level in the Lebanese mobile telephony industry. Telecommunication 

operators are already combining data from their Customer Relation Management 

tools (CRM), Customer Experience Management tools (CEM), social media channels 

and Operation Support Systems (OSS) in order to better understand their customers’ 

behavior and measure their respective retention. Accordingly, marketers and 

customer experience experts tailor some retention strategies and programs enforced 

by high switching costs since many researchers have already demonstrated a positive 

correlation between customer retention and barriers to switch to different operators. 

Switching costs becomes more significant when dissatisfied customers will be 

retained since they cannot afford the hurdles of the switching costs. However, at a 

certain dissatisfaction level, customers will eventually switch to another operator 

(Mbawuni and Nimako, 2016). 

This paper will try to explore the factors affecting the customer retention and 

switching costs in the mobile telephone industry in Lebanon as well as the relation 

between them. The heterogeneity of the customers will be assessed as well, in order 
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to investigate the impact of the demographic factors, package type and income levels 

on the switching decision. 

1.4 Brief Overview of all Chapters 

In this chapter, we have provided a general background around customer retention 

and switching costs, specifically in the telecommunication sector. Moreover, the 

need for this study was elaborated along with its purpose. 

In the next chapter, major previous studies around these topics will be explored and 

analyzed. The first section of chapter 2 will include an overview over the 

telecommunication industry, its historical evolution and usefulness worldwide and in 

Lebanon, we will also stress on some relevant indicators that show the current 

market status. Then, we will discuss the customer retention construct, how it can be 

defined and measured in various industries and in the mobile phone industry. An 

overview of previous literatures around the switching costs and their structure will 

also be studied in order to reach the last section and collect the major findings in 

previous studies assessing the relation between the switching costs and customer 

retention. 

Chapter 3 will include the methodology used in this paper to generate relevant 

hypothesis and validate them in the targeted market. It will start by the philosophical 

position and reasoning approach adopted throughout this research, then the 

population will be specified along with the sampling procedures. This chapter will 

detail next the research strategy and methods that will be applied to the previously 

selected population, followed by the generated hypothesis and its relevant 

operationalization. 

In Chapter 4, we will be exploring all the collected observations from the designated 

samples, data will be analyzed profoundly, reliability analysis will be proved, and 

then descriptive analysis will illustrate the characteristics of the respondents. Next in 

this chapter, an inferential analysis will follow to study the variations within the 

observations as well as the relations between variables and constructs. This chapter 

will include hypotheses testing followed by discussions about the main results and 

findings. 
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The last chapter in this thesis, chapter 5, will compare the main findings and analysis 

found in chapter 4 and compare them to previous literature discussed in chapter 2 in 

order to contrast the outcomes of this research with previous theories and findings. 

Then we will indicate the validity and limitations of this study, its implications on the 

practical and managerial level mainly on the telecommunication sector in Lebanon. 

Finally, we will include some recommendations for further studies and research on 

the topic. 
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2 Chapter 2 – Literature Review 

2.1 Literature Review Introduction 

In this chapter, the previous literature related to the customer retention and switching 

costs constructs will be explored, with an emphasis on the telecommunication 

industry. 

The first section of this chapter will discuss the telecommunication industry, it will 

start with a historical evolution in the world and in particular in Lebanon, then the 

current markets status will be exposed especially with regards to market share and 

mobile phone penetration in the global market and in the Lebanese market. 

The second section will discuss the customer retention, how it is defined by previous 

scholars, how it was measured in previous studies and its importance and implication 

especially in the mobile phone industry 

In the third section, all the relevant definitions of the switching costs will be exposed 

in details, as well as the categorization and structure adopted by various authors, 

particularly in the telecommunication sector. Previous papers related to this topic 

will be analyzed in order to explore how the switching costs were approached and 

measured in different industries. 

The fourth section will tackle the impact of the switching costs on customer retention 

as studied in previous papers. 

The fifth and last section will summarize this chapter and recapitulate the major 

findings in the previous studies around the global and Lebanese telecommunication 

trends, customer retention and switching costs, with an opening regarding the gap 

between existing literature and the research question in this paper. 
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2.2 Telecommunication Market Insights 

2.2.1 International Telecommunication Market Insights 

2.2.1.1 Evolution of Telecommunication 

Communication, the process of sharing information, has been of great importance to 

mankind since the early history, it was always bounded by physiological and spatial 

limitations. Attaining telecommunications by being able to communicate while 

increasing the distance between communicating parties was a major challenge 

(Huurdeman, 2004). The scientific interest in telecommunication emerged in the 

second half of the twentieth century; since 1980s, extensive research and 

development were conducted in the information technology sector and in particular 

in the modern telecommunication (Budimir, 2014). During the eighties, most of the 

debates were around the feasibility and benefits of the telecommunications. For 

instance, researchers have studied the perceived usefulness, acceptance and impact of 

the information technology, as well as the affordability of these technologies which 

required a huge initial investment at that time (Ives, Olson and Baroudi, 1983; 

Goodwin, 1987; Davis, 1989). 

The induction of information and communication technologies has facilitated the 

globalization process which in return has accelerated the research and 

implementation of telecommunication technologies extensively, mainly in developed 

countries having the required infrastructure (Budimir, 2014).  

In the second half of the twentieth century, most of the interest was on mass media 

rather than point-to-point telecommunications for many reasons; the latter had a very 

high cost for both the network and the devices used by end users, people were still 

not used to such technologies and finally mass media was able to reach a wide 

number of people at the same time (Balbi, 2009). 

For the previously stated reasons, scientists and researchers did not feel an urgency 

for the telecommunications topic until the 1990s were people started to adopt such 

technologies for personal and business use especially after the success of the pioneer 

mobile phone operators and internet service providers (Balbi, 2009). 
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2.2.1.2 The ITU Facts and Figures 

The International Telecommunication Union (ITU) is the information and 

communication technologies agency of the United Nations, founded in 1865 under 

the name International Telegraph Union (ITU), it currently includes 193 countries 

and almost 800 private and academic organizations (ITU, 2015). 

2.2.1.2.1 ITU Global ICT Developments Report 

One of the reports published by the ITU titled “Measuring the Information Society 

Report”, includes quantitative information related to the Information and 

Communication Technology (ICT) sector all around the world, below is a figure 

showing the most relevant ICT indicators (ITU, 2015). 

 

 

Figure 1: Global ICT Developments (Adapted from: Measuring the Information 

Society Report, ITU, 2015) 

 

Figure 1 shows the trend of the most relevant telecommunication technologies since 

the start of the twenty-first century for 167 countries including Lebanon; the fixed 

telephone subscriptions are decreasing and have reached 15.2 connection per 100 

inhabitants around the world, all the other technologies are increasing. The mobile-

cellular telephone subscriptions started a sharp increase in 2003 and has reached 83.8 

connections per 100 inhabitants in 2011, then the growth started decreasing, seems 
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like signaling a saturation in the market, until it reached 96.1 connections per 100 

inhabitants in 2014 (ITU, 2015). 

2.2.1.2.2 The ICT Development Index 

The ICT Development Index (IDI) was created by the ITU in 2008, it measures the 

Information and Communication Technology (ICT) development level through time 

in each of the 193 countries members of the ITU including Lebanon. The IDI 

composite index includes 11 indicators grouped under three sub-indexes; the Access 

sub-index measures the level of access to global and local information by local 

inhabitants of a country, the Use sub-index measures to what extent households are 

using the internet, and the Skills sub-index that measures the ICT capacities and 

literacy among the population of a country (ITU, 2015). 

 

 

Figure 2: Global IDI Ratings (2010 - 2015) (Adapted from: Measuring the 

Information Society Report, ITU, 2015) 

 

Figure 2 shows the global IDI ratings for the Least Developed Countries (LDCs), 

Developing, Developed and the World average in 2010 and 2015. It is evident that 

all information and communication technologies indicators are evolving all around 

the world, even for the least developed countries. This evolution is noticed in the 

Access, Use and Skills sub-indexes of the IDI. However, the highest growth is for the 
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Use sub-index that has increased by 60% from 0.88 in 2010 all around the world to 

1.46 in 2015 (ITU, 2015). 

2.2.1.3 The Group Special Mobile Association (GSMA) Statistics 

The Group Special Mobile Association also known as the GSMA was formed in 

1982 by the Confederation of European Posts and Telecommunications (CEPT), and 

since then more mobile operators and groups have joined this association, it currently 

unites more than 800 operators all over the world and around 250 companies from 

the telecommunication industry. The GSMA currently organizes one of the most 

strategic events, the Mobile World Congress that shapes the vision and strategy of 

the mobile industry since it includes nearly all the operators of the world along with 

the top vendors of network infrastructure, equipment and applications. Also, the 

GSMA is the organization that normalizes and regulates the interconnect agreements 

and technologies between operators (GSMA, 2016). 

One of the major contributions of the GSMA to the telecommunication industry is 

through its wireless intelligence that gathers statistics from all the operators by 

tracking their financial and technical annual and quarterly reports, and then make 

them available for registered users to analyze markets and trends (GSMA, 2016). 

Figure 3 displays the world population as estimated by the World Bank (2016) and 

the number of unique telecom subscribers around the world along with their growth 

on a quarterly basis (GSMA, 2016). 
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Figure 3: Worldwide Unique Subscribers’ Growth (Adapted from: GSMA Wireless 

Intelligence, 2016; The World Bank, 2016) 

 

Figure 3 shows that the number of unique subscribers around the world is growing 

faster than the total number of population, which means that the mobile phone 

penetration represented by the percentage of customers having mobile phones among 

the world population is increasing. The world population was 6.6 billion in 2006 and 

has increased to 7.4 billion in 2015, while the number of unique subscribers was 1.7 

billion in 2006 and increased to 4.7 billion by end of 2015, therefore the mobile 

penetration of unique subscribers increased from 24% in 2006 to 71% in 

2015(GSMA Wireless Intelligence, 2016; The World Bank, 2016). 

In the mobile phone industry, a subscriber can have more than one subscription, or 

sometimes called connection by the GSMA, and therefore, figure 4 illustrates the 

trend of mobile phone subscriptions. 
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Figure 4: Worldwide Mobile Connections’ Growth (Adapted from: GSMA Wireless 

Intelligence, 2016; The World Bank, 2016) 

 

Figure 4 shows the number of unique mobile connections adapted from the GSMA 

report (2016) along with the total population as estimated by the World Bank (2016). 

In 2006, the 6.6 billion people in the world had 2.3 billion mobile phone connections, 

which gives a mobile penetration of 35%. By end of 2015, the 7.4 billion people 

around the world had 7.3 billion mobile connections, which indicate a 98.6% mobile 

penetration. The quarterly growth rate of the total number of connections has 

declined from 5.3% in the first quarter of 2006 to 1.1% by end of quarter four 2015. 

The high mobile penetration approaching 100 by end of 2015 along with the decline 

of the connections growth rate seem to signal saturation in the mobile 

telecommunication industry (GSMA Wireless Intelligence, 2016; The World Bank, 

2016). 

2.2.2 Lebanese Telecommunication Market Insights 

2.2.2.1 Evolution of Telecommunication in Lebanon 

Until the civil war that started in 1975 in Lebanon, the posts and telecommunications 

sector was relatively developed, by end of 1974 there was a telephone penetration 
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international network were severely damaged and thus not functional (Jamali, 2003). 

The damage of the telecommunications sector due to the Lebanese war was 

estimated at around USD 517 million (Dar Al Handasah, 1991 in Jamali, 2003). 

Right after the civil war, the Lebanese government invested in rebuilding the 

telecommunication infrastructure, two private companies were granted the rights to 

operate the mobile phone sector for ten years starting 1994 in a way to satisfy the 

Lebanese market without incurring additional costs on the Lebanese treasury at that 

time. In 1995, the delivery of customer services, maintenance and operations of the 

telecommunication fixed network were delegated to the Office de Gestion et 

d’Exploitation du Radio Orient (OGERO), an organization owned by the state and 

managing the telephone fixed lines (Ghaleb, 2001; Jamali, 2003). 

The Lebanese telecommunication market lacks competition since only two service 

providers are operating in the country; this market is characterized by highly priced 

tariffs and relatively poor connections. As of 2016, the Lebanese telecommunication 

sector is completely owned by the government and operated by two mobile interim 

companies, Alfa managed by Orascom Telecom and Touch managed by Zain 

telecom under a Build, Operate and Transfer (BOT) contract (Bakhit, 2016). 

2.2.2.2 ITU Global ICT Developments Report for Lebanon 

The International Telecommunication Union (ITU) gathers statistics from the 

Lebanese authorities and private sector in order to track major ICT indicators. Figure 

5 illustrates four main ICT indicators; the mobile-cellular telephone subscription, the 

percentage of Lebanese individuals using internet, the fixed telephone subscriptions 

or PSTN and the fixed broadband connections also known in Lebanon as ADSL or 

DSL (ITU, 2015). 
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Figure 5: Global ICT Developments - Lebanon (2000 - 2014) (Adapted from: 

Measuring the Information Society Report, ITU, 2015) 

 

Figure 5 shows that the number of fixed telephone subscription is stable around 19 

per 100 Lebanese households since 2000. The number of individuals using the 

Internet started increasing in 2009, from 30.1 to 74.7 per 100 inhabitants in 2014. 

The number of mobile-cellular telephone subscriptions started a sharp increase in 

2009, from 34.1 reaching 77.2 per 100 inhabitants in 2011. After 2011, the number 

of mobile-cellular telephone subscriptions kept on increasing but with a slower pace. 

These trends in the ICT sector might forecast a continuous growth in the Internet 

services in Lebanon during the forthcoming years and an upcoming saturation in the 

telecommunication market in Lebanon (ITU, 2015). 

2.2.2.3 The ICT Development Index in Lebanon 

The IDI trend for Lebanon proves that the Lebanese market had the second largest 

improvement in the IDI values and was the third most dynamic market in the world 

ranking between 2010 and 2015. In fact, Lebanon has moved from rank 77 in 2010 

among 193 countries to rank 56 in 2015 since the IDI value for Lebanon has 

increased by more than 2 points from 4.18 in 2010 to 6.29 in 2015 (ITU, 2015). 

Figure 6 represents the ICT sub-indexes of the IDI in 2010 and 2015 for Lebanon. 
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Figure 6: ICT Development Index Lebanon (2010 - 2015) (Adapted from: Measuring 

the Information Society Report, ITU, 2015) 

 

Figure 6 explores the ICT Development sub-indexes for Lebanon in 2010 and 2015. 

The major improvements are attributed to the Use sub-index followed by the Access 

sub-index; the skills sub-index is stable between 2010 and 2015 in Lebanon (ITU, 

2015). The Access sub-index includes five indicators; the fixed-telephone 

subscriptions, mobile-cellular subscriptions, international Internet bandwidth per 

Internet user, households with computer and households with Internet. The Use sub-

index includes three indicators; the percentage of Internet users, fixed and active 

broadband subscriptions. The skills sub-index includes three indicators, the 

secondary enrolment, tertiary enrolment and adult literacy (ITU, 2015). 

2.2.2.4 The GSMA Statistics for Lebanon 

In order to observe the evolution of the telecommunication industry in the Lebanese 

market, figure 7 and 8 represent the total Lebanese population respectively with the 

number of unique subscribers and the number of subscriptions or connections in the 

Lebanese market. 
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Figure 7: Lebanon Unique Subscribers’ Growth (Adapted from: GSMA Wireless 

Intelligence, 2016; The World Bank, 2016) 

 

Figure 7 shows that the number of unique subscribers in Lebanon was 0.8 million in 

2006, with a total population of 4.0 million, the mobile penetration for unique 

subscribers was 20%. By end of 2015, the number of unique subscribers grew to 2.7 

million, however, the total Lebanese population also increased significantly to 5.9 

million due to the recent geopolitical problems in the region that led many refugees 

to come to Lebanon, and thus the mobile penetration per unique subscriber was 46% 

by end of 2015 (GSMA Wireless Intelligence, 2016; The World Bank, 2016). 
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Figure 8: Lebanon Mobile Connections’ Growth (Adapted from: GSMA Wireless 

Intelligence, 2016; The World Bank, 2016) 

 

Figure 8 shows the number of connections as opposed to the number of subscribers 

in figure 7 since one subscriber can have more than one subscription. The mobile 

penetration per connections was 25% in 2006 and increased to 75% by end of 2015 

(GSMA, 2016). Despite the geopolitical problems in the MENA region that has 

impacted the growth of the Lebanese population, the growth rate of the number of 

connections has decreased, and thus, signaling a saturation of mobile phone 

connections in the Lebanese market (GSMA Wireless Intelligence, 2016; The World 

Bank, 2016). 
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(CEPT) (ITU, 2015; GSMA Wireless Intelligence, 2016). All the global reports 

generated from the quarterly and annual figures published by operators around the 

world, shows that the adoption of telecommunication services has followed an S-

shape, it started an exponential increase in the beginning of the twenty-first century, 

this increase has lasted for about a decade where it has reached a saturation and the 

increase became logarithmic since 2012 (ITU, 2015; GSMA Wireless Intelligence, 

2016). People in the least developed countries still don’t have enough ICT skills and 

access comparing to developed countries, however, the situation has improved in the 

last five years as per the reports published by the ITU, Measuring the Information 

Society (2015). 

In Lebanon, two operators were granted a Built Operate and Transfer (BOT) 

contracts since 1994, and the trends in the Lebanese telecommunication industry 

have followed the global trends. The Lebanese market lacks competition since the 

two operators are owned by the Lebanese government, however, Lebanese customers 

have high ICT skills and appreciate access and use of the internet, Lebanon was 

ranked 56 among 193 countries in 2015 as per ICT Development Index calculated by 

the ITU. In 2014, 74.7% of Lebanese were using Internet and 88.4% had active 

mobile telephone services. The GSMA Wireless Intelligence estimated that the 

mobile penetration in Lebanon was 75% by end of 2015 for all the people living in 

Lebanon including refuges. (Ghaleb, 2001; Jamali, 2003; ITU, 2015; GSMA 

Wireless Intelligence, 2016). 

Currently two operators are managing the telecommunication industry in Lebanon 

and share equally the customer base; Alfa managed by Orascom Telecom for Media 

and Technologies and Touch managed by Zain Telecom in a BOT contract since 

2009 (Bakhit, 2016). 

In the twenty-first century, the mobile telephony market is no longer a luxury that 

only a minority can afford, it is being commoditized and accessible to everyone as 

this market continue to introduce innovative products and services with competitive 

bundles and prices (Edward et al., 2010; Verbraken et al., 2014). However, since the 

market has reached saturation with the high mobile penetration rates, operators 

around the world and in Lebanon are more concerned with retaining their existing 

customers rather than acquiring new customers (Zhu, Ao and Dai, 2011; Martins, 

Hor-Meyll and Ferreira, 2013; Bakhit, 2016). This saturation in the market has made 
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the acquisition costs remarkably higher than retention costs, thus the high importance 

given today to customer retention (Lee et al., 2001; Edward and Sahadev, 2011; Zhu 

et al., 2011; Brush, Dangol and O’Brien, 2012; Augusto de Matos, Luiz Henrique 

and de Rosa, 2013; Martins et al., 2013; Verbraken et al., 2014). 

2.3 Customer Retention 

2.3.1 Definition of Customer Retention 

Customer retention has been a significant topic since the mid nineteenth and 

continued to be studied in the current decade. Previous literatures and scholars did 

not develop a clear and unified understanding for this essential subject. In fact, due to 

its theoretical nature, customer retention could not be conceptualized clearly and 

observed directly since it is often confused with many other constructs such as 

customer satisfaction, customer loyalty, customer trust, customer enthusiasm and 

other concepts (Gerpott et al., 2001; Eberle, Milan and de Matos, 2016). However, 

many scholars agreed that customer retention is the activity that a company 

undertake to maintain its relationship with its customer base and encourage them to 

keep on buying their products and services. (Gerpott et al, 2001; Steiner et al., 2014; 

Koosha and Albadyi, 2015; Li, 2015; Tawinunt, Phimonsathien, and Fongsuwan, 

2015; Eberle et al., 2016) 

Customer retention can be seen from three perspectives; the first one is seller-

oriented where a set of activities is offered by the company, the second is from the 

buyer’s point-of-view and represents a customer perception, whereas the third 

represents the relation between the seller and the buyer. The latter was given high 

importance among the other two; therefore, many academics adopted the repeat 

purchases activity and the intent to recommend in their research as a way to measure 

customer retention (Wong and Mula, 2009; Gürsoy and Umman, 2010; Steiner et al., 

2014). 

2.3.2 Importance of Customer Retention 

Retention rates in an average business is around 80% annually, which means that 

companies are able to retain only 80% of their customer base each year, this number 

can be as low as 20% in some specific industry, a decreasing retention level rate 
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would decrease revenues, increase operating costs and thus decrease profitability 

(Tawinunt et al., 2015). 

Another importance of the customer retention is derived from the fact that retaining 

an existing customer is six times cheaper than acquiring a new one; long-term 

customers are easier to serve, have higher resistance to competitors’ packages, 

generate higher profits and therefore a minor improvement of customer retention will 

have a significant impact on the firm’s financials (Verbraken et al., 2014). The cost 

to acquire a new customer could be up to five times more expensive than retaining an 

existing customer in the Latin American saturated mobile telephony market since the 

acquisition costs includes setup, configuration, provisioning, advertisement, risk 

analysis and others (Martins et al., 2013). In order to assure higher bottom line 

financial figures, companies should try to maximize the acquisition rate of new 

customers and retention rates of existing customer by effectively allocating optimal 

marketing budgets (Koosha and Albadvi, 2015). Many other researchers confirmed 

that the importance of the customer retention is concluded from the high cost of 

acquiring a new customer comparing to retaining an existing one in the banking 

industry and its impact on the banks’ financial profitability (Edward and Sahadev, 

2011; Brush et al. 2012; Augusto de Matos et al., 2013). 

2.3.3 Customer Retention in the Telecommunication Industry 

The telecommunication industry is characterized by low marginal costs and high 

capital expenditures especially in its network. Also, since customers subscribe with 

an operator and then keeps on purchasing its products and services until the customer 

has an urgency to switch, these facts increase customer retention harder than in other 

industries and encourage operators to become a monopoly in their respective markets 

(Zhu et al., 2011).  

The previous mergers and acquisitions of telecommunication operators noticeably 

prove the high cost of the new customers’ acquisition; In the United Kingdom, 

Vodafone merged with AirTouche and paid her 2,928 Euros per subscriber, and 

Mannesmann acquired Orange for 6,044 Euros per subscriber, also in Germany, 

Deutsche Telekom acquired one2one and paid 2,585 Euros per subscriber (Lee et al., 

2001). 
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Companies operating in low switching costs’ markets give high attention to customer 

retention, the telecommunication is an example of such industries where the churn of 

high-value customers yield an important damage to the financial performance of 

mobile operators since as per the Pareto law, 80% of the profit is generated by 20% 

of the customers (Abbasimehr et al., 2012). 

2.3.4 Measuring the Customer Retention 

Scholars did not develop a consensus related to the customer retention construct as 

stated by Eberle et al. (2016), researchers have adopted various variables and 

dimensions to measure customer retention. 

In a study on the link between customer satisfaction, customer retention and 

customer loyalty in the mobile telephony market in Germany, customer retention was 

measured using the intention of the customer to currently buy from his present 

operator and the intention to make additional purchase in the future, thus customer 

retention was represented by a continuous variable that measures the willingness to 

repurchase their products and service from their current provider over time (Gerpott 

et al., 2001). 

In the internet banking services in Honk Kong, the average of three variables was 

used to measure the customer retention construct; the first variable measures the 

likelihood of a customer to switch to another bank after one month, the second after 

three months and the third after six months (Wong and Mula, 2009). 

In the Turkish telecommunication market, the level of customer retention varies 

based on the customer profile; for instance, customers under-contract or postpaid 

customers are more retained than prepaid customers. Moreover, customer retention is 

positively correlated with the amount of incoming calls, and thus active subscribers 

are less likely to churn (Gürsoy and Umman, 2010). 

The customer retention in Taiwan for an online auction service was measured using 

three variables; repurchase intentions in the near future, intent to recommend and the 

attractiveness of other alternatives in the market (Li, 2015). 

In Thailand, three variables were used to measure the customer retention construct; 

the word-of-mouth (WOM) variable representing the customer’s willingness to 

recommend a service provider; the retention measure that represent the company’s 
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level of retained customers; and the customer loyalty variable measured by the level 

of positive emotions as perceived by the customer from using the products and 

services (Tawinunt et al., 2015). 

2.4 Switching Costs 

2.4.1 Definition of the Switching Costs 

Porter (1980) defined the switching costs as being “one-time” fees incurred by the 

customer upon switching from a supplier to another, they tend to lock the buyer to a 

supplier; in his book titled “Competitive Strategy”, Porter (1980) mentioned the costs 

of learning how to use a new product or service, the cost of evaluating a new offer 

and the psychic costs resulting from breaking the relations with the current supplier. 

The lack of differentiation weakens the switching costs especially when the products 

or services are commoditized which is the case for the current mobile telecom 

operators in Lebanon offering nearly the same voice and data products. 

Relying on the work done by Porter (1980), Fornell (1992) made a clear difference 

between switching costs and customer satisfaction; he stated that the former makes it 

expensive, difficult or even illegal for consumer to switch, in contrast, the later 

makes it costly for a competitor to acquire another firms’ customer. Fornell (1992) 

defines the switching costs as being “search costs, transaction costs, learning costs, 

loyal customer discounts, customer habit, emotional cost, and cognitive effort, 

coupled with financial, social, and psychological risks on the part of the buyer” (p. 

10).  

Klemperer (1995) considers that a switching cost is the result from the consumer 

demand for compatibility between an investment made by purchasing a previous 

product and a current product, this desire for compatibility might be based on a real 

or a perceived cost by the customer. 

2.4.2 Switching Costs Typology 

The customer switching costs are still under exploited in many industries, few 

researchers have studied the structure, categorization, conceptualization and 

consequences of these costs; the lack in understanding the typology and impact of the 
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customer switching costs impede its proper management in many organizations 

(Burnham et al., 2003). 

The switching costs can be grouped under six categories; loss of compatibility, 

transaction, learning, quality uncertainty, benefit loss and brand loyalty loss costs, all 

of these costs can be real or just perceived by the customer (Klemperer, 1995). 

Jones, Mothersbaugh and Beatty (2002) have proved a multidimensional approach 

for the switching costs and concluded three main categories including a total of six 

factors repartitioned as follows: 

1- Continuity loss costs including two factors: the first factor is the lost 

performance cost resulting from losing discounts, incentives and loyalty 

points, while the second factor is the uncertainty costs resulting from the 

thought risk of using new products and services. 

2- Learning costs including three factors: the pre-switching quest and 

assessment, the post-switching learning and adaptation costs and finally the 

setup and configuration costs. 

3- Sunk costs including the psychological loss perceived by the customer, these 

costs include the time and effort invested by the customer in establishing and 

strengthening his relation with his current supplier. 

Burnham et al. (2003) found in previous literatures that the typology of the switching 

costs includes the following eight factors: 

1- Economic risk costs 

2- Evaluation costs 

3- Learning costs 

4- Set-up costs 

5- Benefit loss costs 

6- Monetary loss costs 

7- Personal relationship loss costs 

8- Brand relationship loss costs 
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However, the most commonly used typology for the switching costs especially in the 

telecommunication sector was the one introduced by Burnham et al. (2003), it 

included three main categories as per the following: 

1- Procedural switching costs including the economic risk costs, evaluation 

costs, setup costs and learning costs. This category of switching costs mainly 

consists of the perceived time and effort spent by a customer when deciding 

to switch. 

2- Financial switching costs including benefit loss costs and monetary loss 

costs. This category of switching costs consists of the perceived financial 

resources lost when switching vendors. 

3- Relational switching costs including personal relationship loss costs and 

brand relationship loss costs. This category of switching costs encompasses 

the emotional and psychological distress resulting from breaking the bonds 

with the current supplier and losing the brand identity. 

Many researchers adopted the categorization of Burnham et al. (2003) with minor 

modifications depending on the industry and the market being probed (Edward, 

Georges and Sarkar, 2011; Brush et al., 2012; Augusto de Matos et al., 2013; Li, 

2015; Eberle et al., 2016). 

2.4.3 Switching Costs in the Telecommunication Industry 

Market leaders often tend to reduce compatibilities with small players in the market; 

for instance, telecommunication operators having high market shares and total 

coverage tend to disregard small operators by reducing interconnections with them, 

also mobile phone manufacturers with dominant market shares strive not to unify 

some phone accessories such as device chargers in order to increase their monopoly 

in the market. Thus governmental bodies and regulatory authorities play a vital role 

in weakening this monopoly and reducing the switching costs for the welfare of 

customers (Zhu et al., 2011). 

Customers with switching behaviors are commonly penalized by their suppliers 

comparing to retained customers; hence, when customers must choose between 

similar products from many providers, they tend to express more loyalty to their 

initial provider (Zhu et al., 2011). 
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One of the major switching costs in the telecommunication market is the attachment 

to mobile number, this cost can be neutralized if operators in a market offer the 

mobile number portability service that allows a customer to keep his mobile phone 

number while switching to another operator. For instance, the implementation of the 

mobile number portability service in Latin America as of 2009 along with the new 

regulations implemented by regulatory bodies and governments have decreased the 

switching barriers in this continent that represents the sixth-largest market in the 

mobile telephony industry. (Martins et al., 2013) 

2.4.4 Measuring the Switching Costs 

In a research in the internet banking services in Honk Kong, the switching costs’ 

definition of Porter (1980) was adopted and this construct was measured using the 

average of five Likert-scale items including time, effort and money loss, uncertainty 

cost and emotional frustration from braking bonds with the current provider (Wong 

and Mula, 2009). 

In an online auction service in Taiwan, three switching costs categories were 

measured using a seven points Likert scale; the first category is the procedural 

switching costs including search costs, setup costs, time and effort costs; the second 

category is the lost benefit costs; and the third category is the emotional loss costs 

from breaking bonds with his current provider. Then the average of all the variables’ 

means was calculated to get the mean of the switching costs construct (Li, 2015). 

In the banking industry, the switching costs increases with the customer lifetime; 

customers having older business relation established with the bank will have higher 

switching costs and thus the customer is less likely to switch to other alternatives, 

therefore it becomes imperative to measure the customer’s subscription time when 

evaluating the switching costs (Augusto de Matos et al., 2013). 

The contractual lock-in costs and learning costs are constant and start with the 

beginning of the contract with a mobile phone operator while the procedural costs 

increase with the subscription lifetime of the customer, also the switching costs are 

positively correlated with the purchase frequency and volume purchased (Lee et al., 

2001).  
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2.5 Impact of the Switching Costs 

2.5.1 Impact of the Switching Costs Across Industries 

Many companies use a strategy focusing on customer satisfaction in a way to 

increase customer retention, and thus, encouraging repurchase intentions, which will 

boost the bottom line figures of the company (Burnham et al., 2003). However, it 

was found that customer satisfaction explains around a quarter of customer behavior 

and thus researchers and managers should focus on understanding all the drivers of 

customer retention, loyalty and purchase intents (Szymanski and Henard, 2001). The 

relationship between customer satisfaction and retention is more complex than 

previously thought and a significant part of customer retention could be explained by 

the switching costs, which could have a moderating effect on the customer intention 

to switch to other competitors (Burnham et al., 2003). In markets having 

homogeneous offerings and products, a high customer retention level might be due to 

either a high customer satisfaction or to a high perceived switching costs that make it 

more complicated for a customer to change his provider, therefore, the switching 

costs moderate the relation between the customer satisfaction and the customer 

retention (Lee et al., 2001). In the internet banking service in Honk King, the 

moderating effect stated by Lee et al. (2001) was confirmed for basic internet 

banking users, however, this effect was not proven for advanced users, thus, the 

switching costs do not moderate the link between customer retention and customer 

satisfaction for advanced or heavy users (Wong and Mula, 2009). 

The switching costs plays an imperative role in locking a customer to its supplier; if 

the switching costs are high, a customer will tend to augment or upgrade its initially 

purchased service or product instead of searching for other alternatives (Porter, 

1980). Whenever a customer finds it worthless to change the supplier and switch to 

competitors, the decision to stick with his current provider is mainly due to his 

perception of the switching barriers arising from the search and evaluation costs of 

other products and services coupled with emotional and cognitive efforts on the part 

of the purchaser (Zhu et al., 2011). 

Taking into account the high impact of the switching costs, firms tend to manage the 

perception of these switching costs by their customers, however, most organizations 
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are still using simplistic measures and anecdotes that do not distinguish and tackle 

the multidimensional factors of these costs (Burnham et al., 2003). 

In the business to business, customer retention has a positive impact on customer 

retention, however, following a survey distributed to executives and managers in 

financial, procurement and administrative departments, however the moderator effect 

of the customer lifetime value on the relation between the customer retention and the 

switching costs was not statistically proven (Eberle at al., 2016). 

Despite the fact that it is impossible to accurately quantify the switching costs due to 

their complex classification, a precise estimation of the switching costs is imperative 

for the setting of corporate strategies and regulatory policies since it has a 

fundamental impact on consumers’ behavior especially in competitive markets (Zhu 

et al., 2011). 

2.5.2 Impact of the Switching Costs in the Telecommunication Industry 

Following a study in the French telecommunication market, between all the types of 

switching costs, only well-tailored loyalty programs along with customer satisfaction 

plans were demonstrated to increase customer retention (Lee et al., 2001). 

Masculinity and individualism impact the switching decisions, however, in a study 

on the German and Brazilian mobile telephony markets this impression was not 

confirmed, in fact, both males and females in high and low individualism societies 

are equally prone to switch operators (Martins et al., 2013). 

In the Greek telecommunication market, a model was built trying to explain the 

customer loyalty or customer retention by two factors, the customer satisfaction and 

the service quality factor, the model was validated, however it was suggested that 

further studies can include the switching costs in order to enhance their model and 

make it more accurate (Santouridis and Trivellas, 2010). 

In Ghana, the behavior of 736 mobile phone subscribers from the six telecom 

operators was investigated, the result suggests that there are two main reasons that 

keeps dissatisfied customer from switching to another service provider, the first 

reason is high switching costs as perceived by customers and the second reason is the 

high positive reputation of their current provider. Therefore, marketers and managers 



28 

 

can intensify the retention of dissatisfied customers by increasing the switching costs 

and the positive reputation of the company (Mbawuni and Nimaki, 2016). 

2.6 Literature Conclusion 

2.6.1 Telecommunication Market Insights 

In the first section of this chapter, we have discussed the evolution of 

telecommunications, the major ICT trends and the mobile phone penetration rates 

globally and in Lebanon in order to prove that markets are reaching saturation and 

that customers are gaining increased ICT skills and literacy, thus demand for 

telecommunication services is still relevant. The major highlights of this section were 

summarized in section 2.2.3. 

2.6.2 Customer Retention 

In the second section of this chapter we have explored customer retention that was 

identified by previous scholars as being the activity that a company undertake to 

maintain its relationship with its customer base and encourage them to keep on 

buying their products and services, and thus preventing them from churning and 

ceasing doing business with their current provider. (Gerpott et al, 2001; Steiner et al., 

2014; Koosha and Albadyi, 2015; Li, 2015; Tawinunt et al. 2015; Eberle et al., 

2016). 

The importance of the customer retention is derived from the fact that retaining an 

existing customer is up to six times more cheaper than acquiring a new one, long-

term customers are easier to serve, have higher resistance to competitors’ packages, 

generate higher profits and therefore a minor improvement of customer retention will 

have a significant impact on the firm’s financials (Edward and Sahadev, 2011; Brush 

et al. 2012; Augusto de Matos et al., 2013; Martins et al., 2013; Verbraken et 

al.,2014). Also the previous mergers and acquisitions of telecommunication 

operators noticeably prove the high cost of the new customers’ acquisition; an 

important budget was allocated for acquiring customers during such business 

activities (Lee et al., 2001). Also as discussed in the first section of this chapter, since 

global telecommunication market are reaching saturation in the total number of 

subscribers versus total population, customer retention is becoming an imperative 

topic in this industry due to the scarcity of new subscribers (Zhu et al., 2011). 
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2.6.3 Switching Costs 

The third section of this chapter described the switching costs as being fees incurred 

by the customer upon switching from a supplier to another, they tend to lock the 

buyer to a supplier and include costs arisen from searching and evaluating other 

alternatives, financial and economic fees incurred while switching and relational loss 

from breaking bonds with the current provider (Porter, 1980; Fornell, 1992). 

Researchers adopted many typologies for the switching costs categorization, 

however, the most commonly used, particularly in the telecommunication sector, 

included three categories; the procedural, financial and relational switching costs. 

This typology was used with minor customization depending on the industry and the 

market being studied (Burnham et al., 2003; Edward et al., 2011; Brush et al., 2012; 

Augusto de Matos et al., 2013; Li, 2015; Eberle et al., 2016). 

2.6.4 Impact of the Switching Costs on Customer Retention 

In the last section of this chapter, we have discussed the impact of the switching 

costs on customer retention. Some researchers suggested that a significant part of 

customer retention could be explained by the switching costs that moderate the 

customer intention to switch to other competitors. (Szymanski and Henard, 2001; 

Burnham et al., 2003; Wong and Mula, 2009). Other authors argued that the 

switching costs plays an imperative role in locking a customer to its supplier; if the 

switching costs are high, a customer will tend to augment or upgrade its initially 

purchased service or product instead of searching for other alternatives (Porter, 

1980). A precise estimation of the switching costs is imperative for the setting of 

corporate strategies and regulatory policies since it has a fundamental impact on 

consumers’ behavior especially in competitive markets (Zhu et al., 2011). Some 

scholars deduced that marketers and managers could intensify the retention of 

dissatisfied customers by increasing the switching costs and the positive reputation of 

the company (Mbawuni and Nimako, 2016). Also other researchers confirmed that 

the switching costs have a positive impact on the customer retention in the business 

to business (Eberle et al., 2016). 

As per the above, the impact of the switching costs on customer retention was not 

clearly modeled or identified, specifically in the telecommunication business. 
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2.6.5 Main Research Question 

As previously exposed in this chapter, the switching costs construct has many factors 

depending on the market and the industry being researched and the customer 

retention is gaining more and more importance specifically in saturated markets. 

Moreover, the customer retention and switching costs are still under exploited in 

many industries and no previous papers studied these constructs in the Lebanese 

market, in particular in the telecommunication sector. Thus, this paper will strive to 

identify the most relevant factors of the switching costs and its impact on customer 

retention in the telecommunication market in Lebanon. This study should reveal 

insights on this targeted market and provide practical implications for the 

telecommunication operators to be used for setting effective marketing strategies. In 

the next chapter, we will propose the methodology adopted for answering this 

question using the theories and instrumentations used by previous researchers for 

measuring and evaluating the customer retention and switching costs constructs. 
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3 Chapter 3 – Methodology 

3.1 Introduction 

This chapter will describe the methodology used in this study to answer the original 

research question and attempt to confirm or reject the hypotheses formulated later in 

this chapter. We will start with the philosophical position that will be used to 

understand all the phenomena and make reasonable inferences, and then we will 

justify the reasoning approach followed in this paper to reach either a confirmation of 

previous theories or hypotheses or to suggest new theories. Moreover, the population 

will be specified along with the sampling procedures and the research strategy that 

was applied on the selected samples along with the research methods. Finally, we 

will discuss in this chapter the operationalization of the suggested constructs and 

model, which enabled us to describe and quantify all the measures and variables. 

3.2 Philosophical Position 

Researchers have adopted many philosophical positions to approach science based 

on their views of the world, this topic remains debatable for at least the past two 

millenniums especially in social sciences. Objectivists considers that there is a real 

truth in this world regardless of our perceptions and awareness about it, while 

subjectivists believe in a pluralistic form of the truth depending of people’s 

perception. Constructionist epistemology is somewhere between objectivism and 

subjectivism, it proposes that people construct knowledge around the same object 

based on their social, cultural and historical backgrounds along with their 

interactions with it. (Trochim and Donnelly, 2001; Moon and Blackman, 2014). 

Positivism is a philosophical positions adopted by objectivists, it relies on empirical 

proofs and only accepts what can be directly measured and experienced, in contrast 

post-positivism can be adopted by either constructivists or even subjectivists, it 

considers that truth or reality can be approached to a certain degree by combining 

theories, common sense and evidence based on experiences. (Trochim and Donnelly, 

2001). While constructivists and critical realists both believe that the real truth exist, 

critical realists claim that this proposition cannot be proven while constructivist still 

argue about it, and naïve realists suggest that this reality can be freely accessed. 

Critical realism is mainly used in qualitative research and case studies since it 
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confirms the real world existence, but separate it from the events that we investigate 

and the outcome that we empirically trace and record. (Easton, 2010) 

A post-positivist approach was adopted through this research. Previous theories and 

studies were explored and relevant hypotheses were tested in the targeted market 

since the switching costs are only as perceived by the customer and thus there is no 

absolute reality when it comes to measuring and analyzing customer retention and 

switching costs, however the outcome should be as closer as possible to reality. 

3.3 Reasoning Approach 

Inductive reasoning is widely used in social research especially in social sciences 

where the researcher would start from analyzing observation to recognize patterns, 

then formulate hypotheses and test them to come out with related theories, therefore 

it is also called a bottom-up reasoning approach. In contrast, deductive reasoning is 

used in a discipline that have been studied before and that already include relevant 

theories, researchers start from these theories then narrow down to formulate 

hypotheses, gather appropriate observations and confirm or reject the elaborated 

hypotheses (Trochim and Donnelly, 2001). 

Customer retention has been an important topic in marketing and strategic business 

disciplines as it has been widely studied since the mid-nineties. However, this 

construct is not conceptualized clearly due to its theoretical and subjective nature. 

Many scholars considered that customer retention is the process or activity 

undertaken by a company to preserve their customers and thus preventing them from 

switching to competitors. (Gerpott et al, 2001; Steiner et al., 2014; Koosha and 

Albadyi, 2015; Li, 2015; Tawinunt et al. 2015; Eberle et al., 2016) 

Also many scholars have investigated the switching costs that are fees incurred by a 

customer when deciding to switch to another alternative, these costs can be real or 

just perceived by the customer, also many academics have studied the categorization 

and structure of the switching in order to suggest an efficient management of these 

costs as part of the marketing strategy of a firm (Porter, 1980; Fornell, 1992; 

Burnham et al., 2003). 

In highly competitive industries, such as the telecommunication business that has 

reach saturation in many markets, marketers and strategists focus on customer 



33 

 

retention since the cost of acquiring a new customer is up to six times more than 

retaining an existing one. The switching costs have an imperative impact on 

moderating the link between customer retention and customer satisfaction, to the 

extent where dissatisfied customers hesitate to switch to another alternative due to 

the highly perceived switching costs (Lee et al., 2001; Wong and Mula, 2009; Zhu et 

al., 2011). 

Based on the above-discussed theories around the customer retention and switching 

costs, this thesis followed a deductive reasoning approach in the intention of 

investigating the impact of the switching costs on customer retention in the Lebanese 

telecommunication industry. Using this top-down approach, previous theories were 

studied and narrowed down to formulate hypotheses and test them by collecting and 

analyzing the relevant data. 

3.4 Population and Sampling Procedures 

The first population that was studied in this paper was the two mobile phone 

operators managing the telecommunication market in Lebanon. The sample was 50% 

of this population, which represents one of these two operators. A purposive 

sampling followed to choose the top managers of the departments involved in 

customer retention and switching costs. This operator has six areas; the commercial 

area and the quality and customer strategy are involved directly in customer retention 

and switching costs while the other areas are not directly involved which are the 

financial area, human resource and administrative area and communications area. 

The targeted departments in the commercial area are marketing, sales, commercial 

support and customer operations. In the quality and corporate strategy area, 

concerned department are reporting and customer experience department and 

corporate strategy department. 

The second population that was probed included all the mobile phone customers in 

the Lebanese market that consist of four million postpaid and prepaid subscribers, 

two million with each operator (GSMA Wireless Intelligence, 2016). Random 

sampling was used to collect 380 surveys, which yielded 95% confidence level with 

a confidence interval of 5%.  

Business customers having postpaid corporate subscriptions owned by their 

employer do not have control over their contracts since their employer decide to 
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remain with an operator or switch; thus, we disregarded this category in our research. 

Also, people working in one of the operators were filtered out in order to reduce bias. 

3.5 Research Strategy and Methodology 

Customer retention and switching costs topics are not explored yet in the Lebanese 

telecommunication market, thus we have decided to check if we can confirm or 

reject previous theories in this market. Using the post-positivism philosophical 

position, we strive to come out with outcomes that are as much as possible close to 

reality, thus we have adapted a mixed methodology, in particular, we have decided to 

facilitate a quantitative analysis by a qualitative one.  

Mixed methods are sometimes being recognized as the “third wave” or “third 

movement research”, it mainly allows researchers to combine more than one research 

method, technique or even approach in a single study (Johnson and Onwuegbuzie, 

2004). Qualitative research is usually exploratory, includes inductive approach and 

thus can be used to generate theories and hypotheses, it allows us to comprehend 

composite phenomena and have a deep understanding of a limited number of cases. 

However, generated knowledge may not be easily generalized and the researcher’s 

bias can highly impact the collected data. Quantitative research mainly focuses on 

deduction, theory confirmation and hypothesis validation especially for large sample 

sizes, it allows better generalization of confirmed theories and more accurate 

prediction of quantitative data, however, the generated knowledge may not be 

directly applicable to local contexts since quantitative outcomes are commonly 

abstract and general. Mixing qualitative and quantitative methodologies gives the 

best outcome when researchers are aware about the strengths and weaknesses of each 

methodology previously discussed (Trochim and Donnelly, 2001; Johnson and 

Onwuegbuzie, 2004). 

In this research, we used a qualitative research technique by adopting a semi-

structured interview including a set of open questions allowing open exploratory 

discussion. These interview helped us in understanding the point-of-view of top-

managers in the telecommunication industry of the first population in order to 

explore the customer retention and switching costs theories and validate what are the 

applicable factors of these constructs in the Lebanese market. A quantitative method 

followed to probe the second population which is the Lebanese mobile phone 
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subscribers, using a survey questionnaire, in order to confirm the previous theories 

and generated hypotheses around this topic and generalize the outcome on the whole 

population.  

3.5.1 Interview guide 

In previous papers, researchers have measured the customer retention, switching 

costs and the impact of switching costs on customer retention mostly using the 

survey technique, yet the constructs and variables used were different and they 

depended largely on the market and industry being probed (Lee et al., 2001; Zhu et 

al., 2011; Mbawuni and Nimaki, 2016).  

After gathering most of the variables used around these topics, we decided to 

conduct a qualitative survey and interview high-level managers in the 

telecommunication industry in Lebanon in order to better understand the structure 

and singularities of the Lebanese market using an interview guide including four 

sections. 

3.5.1.1 Section 1: Customer Retention 

The intent to repurchase products and services from the current service provider 

variable has been used by many researchers (Gürsoy and Umman, 2010; Steiner et 

al., 2014; Li, 2015). Some researchers considered that customer retention is a 

continuous variable measuring the intent to repurchase over time, for instance, within 

one, three and six months respectively (Gerpot et al., 2001; Wong and Mula, 2009). 

Other researchers considered some additional variables such as the willing of the 

customer to recommend his current service providers to family and friends and its 

resistance to competitive offers (Lee et al., 2001; Steiner et al., 2014; Li, 2015; 

Tawinunt, 2015). The first section of the interview guide in Appendix 7.1 attempted 

to explore and validate the definitions and measurement of customer retention in the 

telecommunication market in Lebanon taking into consideration previous scholars. 

3.5.1.2 Section 2: Switching Costs 

Some researchers have considered six categories for the switching costs while others 

have proved a multidimensional approach and concluded three main categories; the 

procedural switching costs including the time and effort spent by a customer while 

switching to another provider, the financial switching costs consisting of the 

perceived financial resources lost when switching vendors and the relational 
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switching costs comprising the emotional and psychological distress resulting from 

breaking the bonds with the current supplier and losing the brand identity 

(Klemperer, 1995; Jones et al., 2002; Burnham et al., 2003).   

Many researchers adopted this categorization with minor customization depending 

on the industry and the market being studied (Burnham et al., 2003; Edward et al., 

2011; Brush et al., 2012; Augusto de Matos et al., 2013; Li, 2015; Eberle et al., 

2016). 

This paper will strive to determine the typology of the switching cost in the Lebanese 

telecommunication industry in section 2 of the interview guide in Appendix 7.1. 

3.5.1.3 Section 3: Impact of the Switching Costs on Customer Retention 

It was proven in previous papers that the switching costs have a positive impact on 

customer retention across industries, they tend to lock a customer to its supplier by 

increasing the costs perceived by the customer upon switching to competitors or even 

by penalizing him financially for such actions. This fact increases customer retention 

even for dissatisfied customers (Burnham et al., 2003; Wong and Mula, 2009; Eberle 

et al., 2016). In saturated markets such as in the telecommunication industry, 

retaining an existing customer is up to six times cheaper than acquiring a new one, 

also old customers are easier to serve and generate more revenues than new ones, 

thus by building effective retention strategies and switching costs structure, operators 

can increase their revenues and decrease their operating expenditure which will boost 

the bottom line figures of the company (Verbraken et al., 2014; Koosha and Albadvi, 

2015). 

Also the attachment to mobile number is given high importance in the 

telecommunication industry, for instance, the implementation of the mobile number 

portability service in Latin America as of 2009, that allows a customer to keep his 

mobile phone number while switching to another local operator, has decreased the 

switching barriers in this continent that represents the sixth-largest market in the 

mobile telephony industry (Martins et al., 2013).  

Since the impact of the switching costs on customer retention was not studied before 

in the Lebanese market, this research will address it in section 3 of the interview 

guide in Appendix 7.1. 
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3.5.1.4 Section 4: Customers’ Attributes Impact on Customer Retention and 

Switching Costs 

Researchers have mentioned that customers’ perception of the switching costs 

depends on their level of usage and subscription type (Wong and Mula, 2009; 

Gürsoy and Umman, 2010), subscription lifetime (Augusto de Matos et al., 2013) 

and gender (Martins et al., 2013). Section 4 of the interview guide in Appendix 7.1 

will try to understand the heterogeneity of customers in regards to the impact of the 

switching costs on customer retention. 

3.5.2 Questionnaire design 

Based on the outcome of the qualitative survey, an interview was designed to inquire 

the second population that represents all the customers of the telecommunication 

industry in the Lebanese market. The questionnaire was printed as a hard copy and 

was implemented on an online tool on the Internet in order to give the choice to 

respondents to choose their preferred way. Elderly people and respondents with low 

Internet literacy prefers hard copies while others might find online questionnaires 

easier to fill. The questionnaire was then distributed to random respondents via 

email, personal interactions and social media channels. 

The questionnaire in Appendix 7.2 started with an introduction that gives an idea 

about its aim along with the confidentiality and privacy statements. Then the 

questionnaire included three sections; in the first section we have collected all the 

customer attributes that appeared relevant in the literature or was mentioned in the 

qualitative survey, the second section included the variables used to measure the 

customer retention construct, and the third section included all the variables used to 

measure the switching costs construct. 

3.6 Operationalization 

3.6.1 Interview Coding  

Six interviews were conducted with six high-level managers from the corporate 

strategy, marketing, sales, customer management, customer experience management 

and commercial support departments. After receiving the approval of the human 

resource department, the interviews were conducted in a professional atmosphere, 

the interviewees were motivated and supportive, and they enjoyed sharing their 
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experience and point of view. The duration of the interviews ranged between 45 and 

90 minutes with a total of 6 hours and 30 minutes and an average of 56 minutes per 

interview. 

The human resource department did not agree on recording the interviews, after each 

interview, the complete interview minutes was sent to the human resource 

management for approval, some statements were omitted for internal reasons. The 

final version of the six interviews was explored profoundly. Interviews were then 

coded by three raters in order to have inter-rater reliability, then the outcome was 

summarized into four sections; the first section included the customer retention 

definition and variables used to measure this construct, the second section included 

the switching costs and the variables used to measure this construct, the third section 

discussed the impact of the switching costs on customer retention and the fourth 

section included all the customer’s attribute that can impact either customer retention 

or the switching costs. 

3.6.2 Quantitative Questionnaire 

3.6.2.1 Variables 

As previously discussed in this chapter, the aim of this research is to explore the 

impact of the switching costs on customer retention and if the customer attributes 

have any relevant effect in this context. Therefore, the dependent variables include 

all the relevant factors used to measure the customer retention construct and the 

independent variables are the factors used to evaluate the switching costs and collect 

customers’ attributes. 

3.6.2.2 Dependent Variables 

The variables used to measure the customer retention are the dependent variables that 

were found relevant in previous literatures and discussed earlier in this chapter in 

section 3.5.1.1, and also confirmed by the qualitative method. In the quantitative 

analysis we have used two variables for this purpose measured on a metric scale of 1 

to 10, 1 being the lowest and 10 the highest. The first variable (CR_REPURCHASE) 

represents the willingness of the customer to keep his subscription with his current 

operator within one year and the second variable (CR_RECOMMEND) measures his 

intention to recommend his operator to his friends and family. 
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3.6.2.3 Independent Variables 

The independent variables are the factors used to measure the switching costs and 

collect all the customer attributes that appeared relevant in previous papers and 

during the qualitative study. As formerly elaborated in section 3.5.1.2, and confirmed 

by the interviews during the qualitative inquiry, the variables adopted to measure the 

switching costs were five and were measured on a metric scale of 1 to 10, 1 

representing a very low impact of this factor and 10 representing a high impact.  

The first variable represents the time and effort spent by the customer to cancel his 

current subscription and get a new one from the other operator 

(SC_PROCEDURAL). The evaluation cost, learning cost and setup cost were not 

taken into consideration since all the interviewees confirmed during the qualitative 

inquiry that these costs do not exist in the Lebanese market, in fact, both operators 

offer the same portfolio, network coverage and technologies, thus subscribers do not 

need to compare the offerings and services when trying to switch from an operator to 

another, they also don’t need to learn how to use or how to setup the products of the 

other operator. 

The second variable evaluates the subscription fees incurred when getting a new 

subscription from the other operator (SC_FINANCIAL). The fees to be paid when 

cancelling the current subscription, the contractual lock-in cost and the benefit loss 

cost were omitted since they do not exist in the Lebanese market as per the six 

interviewees. 

The third variable used represents the relational loss from breaking bonds with the 

current operator (SC_RELATIONAL), this cost is psychological and emotional, it is 

only as perceived by each subscriber. 

The fourth variable assesses the cost of losing the mobile number when switching to 

the other operator (SC_RELATIONAL_MN) since the number portability service, 

that allows a customer to keep his mobile phone number while switching to another 

local operator does not exist in the Lebanese market. 
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3.6.2.4 Hypotheses 

In previous literature, the time and effort that a customer will put while switching to 

another operator, the financial fees to be paid as well as the relational switching costs 

resulting from breaking bonds with his current supplier, have a positive impact on 

customer retention, specifically in the telecommunication industry (Burnham et al., 

2003; Gürsoy and Umman, 2010; Edward et al., 2011; Eberle et al., 2016). 

Therefore, this study will strive to confirm or reject the following in the Lebanese 

market: 

H1: The time and effort spent by customers to switch to the other operator is 

positively linked with customer retention 

H2: The financial switching costs are positively connected with customer retention 

H3: The relational switching costs are positively correlated with customer retention 

The attachment to mobile number was proven to have high relevance among the 

switching costs factors. For instance, the implementation of the mobile number 

portability service in Latin America as of 2009, that allows a subscriber to keep his 

mobile number while switching to another operator, has decreased the customer 

retention in this continent that represents the sixth-largest market in the mobile 

telephony industry (Martins et al., 2013). Therefore, this paper will try to confirm the 

following hypothesis: 

H4: The attachment to mobile number is positively associated with customer 

retention 

Researchers have mentioned that customers’ perception of the switching costs 

depends on their level of usage and subscription type (Wong and Mula, 2009; 

Gürsoy and Umman, 2010), subscription lifetime (Augusto de Matos et al., 2013) 

and gender (Martins et al., 2013). The following hypothesis will be tested in order to 

check if customer retention varies depending on these customers’ characteristics as 

well as other attributes stated by the interviewees during the qualitative study, mainly 

the respondent’s age, monthly consumption and monthly income: 

H5: Customer retention varies with respondent's attributes. 

Some scholars have found a very strong positive association between switching costs 

and customer retention in many industries, they were able to build a significant 
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regression between these constructs taking as dependent variable the customer 

retention and the switching costs as independent variables (Fornell, 1992; Eberle et 

al., 2016; Mbawuni and Nimako, 2016). Other researchers applied the same in the 

telecommunication industry (Lee et al., 2001; Gursory, 2010; Abbasimehr et al., 

2012; Verbraken et al., 2014). Therefore, we will assess the following hypothesis in 

the Lebanese telecommunication market: 

H6: The switching costs have an impact on customer retention  

3.7 Methodology Conclusion 

In this chapter, we have discussed many philosophical positions and opted for the 

post-positivism position since the previous theories and findings will be taken into 

consideration for generating relevant hypotheses related to the impact of the 

switching costs on customer retention in the Lebanese telecommunication market. 

Also since the customer retention and switching costs constructs are only as 

perceived by the customer, there is no absolute reality to be reached, thus the 

findings should be as close as possible to reality. Using a deductive reasoning 

approach, we relied on previous theories and findings to generate appropriate 

hypotheses, collect relevant observations, and analyze the findings in order to 

confirm or reject these hypotheses that can be generalized later on with some 

limitations. 

The survey research strategy was adopted in this paper and a mixed method was 

applied, where a qualitative study facilitated a quantitative one. The qualitative 

survey was a semi-structured interview that targeted the first population represented 

by top managers of one of the two mobile phone operators in Lebanon. After coding 

and analyzing the interviews, the outcome of this qualitative method facilitated a 

structure questionnaire that was distributed to a sample of the second population 

representing the subscribers of the two mobile phone operators in Lebanon Alfa and 

Touch. Subsequently, the results of the questionnaire were studied using the 

customer retention factors as dependent variables and the switching costs factors and 

customer attributes as independent factors in order to confirm or reject the proposed 

hypotheses.  
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The next chapter will include the analysis of the collected data in order to reveal the 

outcome of the qualitative semi-structured interviews, then use the quantitative 

questionnaire’s responses to test and validate the hypotheses. 
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4 Chapter 4 – Findings 

4.1 Introduction 

This chapter will include all the findings and results. We will start by defining the 

analysis framework for both qualitative and quantitative analysis. Then a qualitative 

analysis will reveal all the findings of the interviews held with the first population 

defined in the previous chapter. A quantitative analysis will follow and will include a 

descriptive statistics part in which we will cover the composition of the data set, and 

an inferential statistics part including the analysis of variations, a regression analysis, 

correlation analysis and finally hypotheses testing. After confirming or rejecting the 

proposed hypotheses, we will generate the main results and finds in the last section 

of this chapter. 

4.2 Analysis Framework 

4.2.1 Qualitative Analysis Framework 

The approved version of the six interviews collected during the qualitative analysis 

was read and coded by three raters in order to strengthen the study through inter-rater 

reliability and make sure that results are homogeneous, then codes related to similar 

constructs were grouped which yielded in four sections as described previously in the 

methodology chapter. Discussions of these findings will follow in section 4.3 of this 

chapter. 

4.2.2 Quantitative Analysis Framework 

The questionnaire was implemented on an online tool and distributed as hard copies 

in order to allow respondents to choose their preferred way of replying based on their 

computer and Internet literacy. A total of 493 responses were collected of which 83 

were incomplete or not valid, leaving us with a total of 410 complete questionnaires, 

thus incomplete rate was 16.8%. 17 responses were disregarded since they were 

filled by mobile phone customers having business subscriptions; question number 7 

of the questionnaire in appendix 7.2 asking about the subscription type was used to 

filter this group. Another 11 responses were also disregarded since they were related 

to people working in one of the Lebanese operators and thus might include biased 

replies as discussed in the previous chapter, this filter was based on the answer of 
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question 10 of the questionnaire in appendix 7.2. After removing the answers related 

to business customers or people working in either Alfa or Touch, we ended up with 

382 valid and complete questionnaires. 

A reliability analysis was performed on the 382 responses using Cronbach’s Alpha, 

results in section 4.4.1. Then a descriptive analysis was conducted on the data set in 

section 4.4.2. The inferential statistics in section 4.4.3 includes an analysis of 

variations using One-way ANOVA and t-test for parametric variables, and Kruskal-

Wallis one-way and Mann-Whitney u-test for non-parametric variables. After the 

analysis of variations, we have used a regression analysis between the customer 

retention and switching costs constructs (Hypothesis H6) followed by a correlation 

analysis using Pearson’s coefficient to validate the association between variables of 

the switching costs and customer retention (Hypotheses H1, H2, H3, H4 and H5). 

All the previous descriptive and inferential tests were performed on IBM SPSS 

software and some charts were illustrated using Microsoft Excel software. 

4.3 Qualitative Analysis 

The outcome of the interview coding was summarized into four sections; the first 

section includes the definitions and discussions around customer retention, the 

second section includes the arguments related to the switching costs, the third section 

comprises the impact of the switching costs on customer retention and the fourth 

section covers the customers’ characteristics that influence the relation between 

customer retention and switching costs. 

4.3.1 Section 1: Customer Retention 

4.3.1.1 Customer Retention Definition 

Customer retention was commonly defined by all the interviewees as the activity, 

process or program that maintains the customer base and encourages subscribers to 

keep on doing business with his current operator and thus prevent them from 

churning to other alternatives. 

“Customer Retention is when the customer keeps on doing business with us, 

thus does not churn.” (I.1) 

“Customer retention is the process of retaining customers.” (I.3) 
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“The customer retention is a program and a strategy that allows the operator 

to retain their customers especially those who are at risk of churning.” (I.4) 

Many departments are involved in the customer retention program since it might 

impact the customer anytime during his lifecycle with the operator and thus it also 

requires a high budget. 

“Customer retention is the activity a company undertakes to prevent 

customers from defecting to alternative companies. Successful customer 

retention starts with the first contact and continues throughout the entire 

lifetime of the relationship.” (I.6) 

“The retention program requires a budget since it should follow the customer 

from the moment he does the first purchase until the end of his lifetime with 

the operator.” (I.4) 

4.3.1.2 Customer Retention in Lebanon 

In Lebanon, the customer retention in the telecommunication industry is an important 

but not a critical topic for many reasons. Mainly the strategy of the Lebanese 

government related to that field does not encourage competition and thus, operators 

cannot afford a large budget to retain customers when there is already a low 

competition. 

“Due to the current structure of the Lebanese telecommunication market, 

where the ministry of telecommunication owns the two operators and should 

pre-approve any budget, the customer retention program is not given a high 

priority. Whether the customer uses an operator or the other, the revenues 

will go to the same party at the end of the financial period, which is the 

ministry of telecommunication; therefore, providing a budget to retain 

customers in one of the operators is not profitable for the ministry.” (I.4) 

“The customer retention is an important but not a critical topic in the 

Lebanese market since both, Alfa and Touch, have the same products, 

services and pricing structure, operators have a small margin of competition 

in the services they offer and the way they treat customers.” (I.5) 
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4.3.1.3 Customer Retention Program Efficiency in Lebanon 

Two out of six interviewees mentioned that in some cases, it is not efficient to apply 

a customer retention program, especially when the churn is not real or when the 

churn is involuntary; churn can be voluntary in case the customer decided to churn, it 

can be also involuntary where the customer is forced to stop using the services of an 

operator. 

“Involuntary churn happens when the customer is forced to stop using the 

operator’s service due to travel, death or financial problems where he is not 

able to settle his unpaid bills or if he commits any fraud. Voluntary churn is 

when the customer still wants to use the operator’s services but takes the 

decision to switch to another operator, and this is what we call real churn.” 

(I.5) 

Also sales manager pointed out to that looking at the cancelled services only will not 

give the real number of customers who are not retained; in fact, some lines might 

look active on the network while they were not effectively sold to real customers. 

“Customer retention is to maintain our real customer base, a subscription that 

is younger than three months is still not considered as real customer.” (I.2) 

“Before defining customer retention, we need to define real churn. The churn 

that we are currently facing in the market is not all real; in most of the cases, 

dealers are initiating the prepaid lines as if these lines were sold and then they 

transfer the credit to another principal line that they own.  

The naked SIMs that are not sold cannot be considered as churn and thus, 

they should be excluded from the gross churn in order to get the real churn.” 

(I.2) 

Customer retention strategies should be applied only on real voluntary churn, due to 

the high cost of the customer retention program, the operator needs to clearly identify 

the potential customers for which a retention process would yield the expected result. 

“In order to predict if a customer will churn, we have to look at his behavior, 

usage and consumption.”  (I.4) 
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“Customer retention can be increased by offering new products and services, 

promotions, bundles, especially items that are not offered by the other 

operator. The aim is to make the customer happy.”  (I.1) 

“Real customers can be retained whenever the operator is proactive in 

offering innovative services and high-end technologies. The company strives 

to fulfill customers' needs even if the customer is still not fully aware of it.” 

(I.2) 

4.3.1.4 Customer Retention Factors 

All the interviewees agreed that the most effective way to measure the customer 

retention is by assessing their willingness to repurchase. 

"As long as the customer still uses our service, he is considered as retained." 

(I.3) 

“Customer retention is dictated by the customer repurchase intentions and his 

repurchase behavior.” (I.6) 

"Customer satisfaction greatly impacts both customer repurchase intentions 

and repurchase behavior. A satisfied customer usually remains with his 

supplier.” (I.6) 

Three out of six interviewees mixed the customer retention, customer satisfaction 

and service quality constructs: 

“After separating the real churn from involuntary churn, the only way to 

measure the customer retention is by assessing the level of satisfaction of the 

customer with his current operator, if the customer does not have technical or 

billing problems with his operators, then he is less likely to switch to another 

operator.” (I.5) 

“We can predict a churn behavior whenever a customer increases the 

submission of complaints, especially if these complaints are not well resolved 

which require a close follow up.” (I.3) 

“Also customers might churn if they are frustrated by the quality of our SIM 

cards or recharge cards.” (I.3) 
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"The best indicators that allow to predict the level of retention or in another 

term the probability of churning are: technical problems, mainly related to 

coverage, dropped calls, silent calls, unreliable data network connection…” 

(I.4) 

Three interviewees out of six separated customer satisfaction from customer 

retention 

“An unsatisfied customer will not necessarily churn, if competition has no 

coverage over his residence or work area or if he is so attached to his number 

he will remain with his supplier.” (I.6) 

“Theoretically, the customer retention can be measured by adding the 

customer satisfaction value to the indicator measuring the customers’ 

dissatisfaction with no intention to churn because of different considerations." 

(I.6) 

Managers working in the marketing and sales department mentioned that customer 

retention can be inferred from the distribution network and customer care channels, 

they have also stated that the Lebanese market have some singularities in which 

dealers have an important impact on the Lebanese customer decision. 

“Usually dealers play an imperative role when the customer decides to buy a 

SIM card or start a contract with the operator; Lebanese customers are highly 

affected by the suggestions of the dealers. The dealers will sell Alfa or Touch 

SIM cards based on the incentives paid by each operators, so if Alfa gives the 

dealer better incentives, he would do his best to convince his customers to 

buy Alfa lines or vice versa in order to maximize his profit.” (I.1) 

“Customer retention can be inferred from our distribution network. Our sales 

team is always in direct contact with the dealers and distributors; they 

continuously report the market trends. Customer retention can be also 

concluded from social media and from our customer care feedback; 

complaints, call center and CSR.” (I.1) 
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4.3.2 Section 2: Switching Costs 

4.3.2.1 Switching Costs Factors 

All the interviewees agreed that Alfa and Touch currently offer the same products, 

services and technologies, most of their portfolio is dictated by the Ministry of Posts 

and Telecom and thus, there are no seeking costs, evaluation costs, learning costs and 

setup costs. Also since the number portability service is still not introduced in the 

Lebanese market, operators do not lock-in customers, neither they do offer benefits 

or loyal points. 

"Since Alfa and Touch have the same portfolio and technologies, many 

factors are not applicable in the Lebanese market such as seeking cost, 

evaluation cost, contractual lock-in also both operators do not have loyalty 

programs, thus there is no benefit loss.” (I.4) 

“The evaluation, learning and setup costs are not applicable in the Lebanese 

market since Alfa and Touch have nearly the same offerings.” (I.6) 

“Alfa and Touch have the same portfolio and offerings.” (I.1, I.4) 

“Contractual lock-in does not exist for Prepaid subscribers.” (I.4, I.6) 

“New postpaid customers or customers who migrate from prepaid to postpaid 

will have to keep their lines for a minimum of 12 months or else they will 

have to pay the subscription fees of their first year. This is the only 

contractual lock-in that we have; however, it is not an important factor since 

it exists for the first year of the postpaid subscription only.” (I.5) 

The most important factor for Lebanese customers would be losing their mobile 

number since it is part of their identity, also for some profession were customers rely 

solely on communication to be able to get in touch with their customers. 

“The most important factor that keeps most of the customers from switching 

is the attachment to their mobile number, Lebanese customers consider their 

number as part of their identity and thus losing their number is not easy.” 

(I.6) 

“Some of the cases however, where customers will find it difficult to switch 

is when their business is directly related to their mobile number, for instance, 



50 

 

a doctor will find it challenging to switch his mobile number since losing his 

number will make him lose his old customers and also this will make him 

unavailable in case of any emergency.” (I.3) 

“This (the attachment to mobile number) is an important factor unless the 

number portability service was introduced by operators.” (I.4) 

“Customers using their numbers as a primary contact for their businesses are 

less likely to change their numbers.” (I.5) 

“The attachment to mobile number is a very important factor whenever a 

customer decides to switch, especially in the Lebanese market, in other 

markets, the mobile number is composed of eight or more digits, in Lebanon 

it is only six digits, so it can be easily remembered if it has an easy pattern. 

Customers having an easy number to remember find it very hard to change 

their number.” (I.5) 

However, one interviewee mentioned that this attachment to mobile number is 

getting less impact with time due to the introduction of social media that allows 

alternative channels. 

“Back in the nineties, the only way to reach a contact was through his mobile 

number, nowadays there are lots of channels in which you can reach anyone, 

therefore, changing the mobile number is getting easier with time, especially 

for senior and low usage customers since their number of contacts is small.” 

(I.3) 

One interviewee mentioned that the time and effort needed to switch to the other 

operator is higher for postpaid customers having their bills domiciled at banks. 

“Customers having their bills domiciled at the bank are less likely to churn; 

their bill is settled with no efforts from their side and having a bank account 

can also signal a good financial status.” (I.5) 

Also one interviewee mentioned that people living in rural areas are less likely to 

churn since they seem more loyal and attached to the operator and their employees. 

“Some regions are less educated than others and thus are less likely to switch 

especially when they get used to an operator.” (I.5) 
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“In some regions, the personal relationship is very important for some 

customers, especially outside Beirut and condensed cities, for examples some 

people ask for a specific employee when they visit our stores, moving this 

employee from the regional store will decrease the satisfaction of some 

customers.” (I.5) 

4.3.2.2 Switching Costs Topology 

Interviewees did not suggest any categorization for the switching costs, however, 

when asked about the grouping into procedural, financial and relational, they all 

agreed. 

“The suggested categorization of the switching costs into procedural, 

financial and relational is valid in the Lebanese telecommunication market.” 

(I.4) 

“The grouping into procedural, financial and relational makes sense.” (I.5) 

4.3.3 Section 3: Impact of the switching costs on customer retention 

When asked about the impact of the switching costs on customer retention, 

interviewees had totally divergent answers. Four out of six interviewees considered 

that switching costs have low impact on the customer retention in the current 

Lebanese market setup. 

“The switching costs have low impact on the customer retention in the 

Lebanese market due to the monopoly of the two current operators Alfa and 

Touch. Both operators have the same products, same prices and nearly the 

same network coverage and technologies, the only competitive edge that 

operators can take advantage of is in the offered services.” (I.2) 

“Alfa and Touch are not willing to trigger a fierce competition, they are 

somehow happy with the current market status and thus are not willing to 

invest in a ‘market war’, as marketers prefer to call it, in order not to risk 

their revenue streams.” (I.2) 

“Currently, the impact of the switching costs on the customer retention in the 

Lebanese market is not important especially that most customers already have 

one mobile number from Alfa and another from Touch.” (I.3) 
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One interviewee suggested that we have high switching costs. 

“In Lebanon, we have high switching costs, which play an important role in 

customer retention. Many customers are not satisfied, yet they cannot easily 

switch to the other operator.” (I.1) 

And also one interviewee stated that this topic is still not fully explored in the 

Lebanese market and thus cannot be quantified yet. 

“There is definitely a link between the switching costs and the customer 

retention, most probably it is a positive correlation, however, this topic is not 

studied yet, thus an accurate response can be provided.” (I.4) 

Finally, all the interviewees agreed that the current status quo of the Lebanese market 

will change soon in order to stay aligned with the worldwide trends of the 

telecommunication industry around the world, and this is where the switching costs 

impact on customer retention will gain more importance. 

“Currently we don’t have relevant switching costs since the number 

portability service is not available in the Lebanese market. If this service was 

introduced, then operators will have to protect their market share by 

increasing their switching costs.” (I.6) 

“The Lebanese market will not keep this current status for a long time, it will 

change in order to accommodate with the worldwide telecom trends.” (I.3) 

“The introduction of a new mobile operator will increase the impact of the 

switching costs enormously.” (I.3) 

“The number portability service that can be triggered either by the 

management of current operators or enforced by the Lebanese 

Telecommunications Regulatory Authority shall highly impact the impact of 

the switching costs on customer retention.” (I.3) 
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4.3.4 Section 4: Impact of the switching cost on customer retention for 

different customer types 

4.3.4.1 Customer Types Impact 

Five out of six interviewees mentioned that prepaid customers are not impacted in 

the same way as postpaid customers; the switching cost for postpaid subscribers is 

higher than for prepaid.  

“Procedural and relational switching costs are higher for Postpaid subscribers 

than for Prepaid, financial switching costs have the same impact on all 

customers.” (I.1) 

“The most impacted customers are people having a profession in which they 

have to stay connected and available, especially that switching to another 

operator is somehow related to changing the mobile number in the Lebanese 

market. Senior and low usage customers, mostly prepaid, are not so impacted 

by the switching costs.” (I.3) 

“Prepaid customers are not much impacted by the switching costs, only very 

old prepaid subscribers might be impacted, however, prepaid churn is higher 

than postpaid churn.” (I.2) 

“Prepaid customers have the least switching costs and thus they represent the 

riskier category.” (I.4) 

“The customers that are more likely to switch to another operator are prepaid 

customers, young customers and people having financial problems.” (I.5) 

One interviewee suggested that among postpaid subscribers, business postpaid 

customers have the highest impact. 

“The highest impact is on VIP and corporate customers, in fact, corporate 

customers have international business and contacts, changing their mobile 

numbers is a real hurdle to their business. Also corporate customers have 

special treatments, they do not call our call center if they have any complaint 

or inquiries, each corporate client have an administrative line from which he 

can directly call an employee in the back office team, and this reason also 

makes it hard on corporate customers to switch.” (I.2) 
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Only one interviewee suggested that switching costs have the same impact regardless 

of the subscription type. 

“The switching costs have the same impact on all customers since the most 

important factor is currently the attachment to mobile number and all the 

Lebanese customers are attached to their mobile numbers.” (I.6) 

4.3.4.2 Customer Characteristics Impact 

When asked about the characteristics of the customers that are most impacted by the 

switching costs regardless of their subscription type, one interviewee suggested that 

the age of the subscriber, the level of usage and subscription lifetime would affect the 

switching costs impact. 

"The age of the customer is an important factor, people above 40 are more 

reluctant to change, they prefer to stick with the operator that they have 

already experienced." (I.5) 

"Mature customers have more values than the current youth generation these 

days and thus they tend to be more loyal." (I.5) 

“The lifetime of the subscription, old customers are less likely to churn.” (I.5) 

“The level of usage is an important metric as well; heavy users are easier to 

retain since they are more attached to their mobile number.” (I.5) 

Finally, the number of subscriptions that a customer has would impact the switching 

costs as well. 

“Customers who already have one subscription for each operator might decide to 

keep only one subscription at a certain point in time for some reasons.” (I.5) 
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4.4 Quantitative Analysis 

4.4.1 Reliability Analysis 

Scale reliability and internal consistency were tested using the Cronbach’s Alpha 

coefficient of reliability as shown below. 

Reliability Statistics 

Cronbach's Alpha N of Items 

.759 6 

Table 1: Reliability Analysis 

Cronbach’s Alpha for the seven variables used to evaluate the customer retention and 

switching costs yielded 75.9% demonstrating a good reliability since it is above 70%. 

4.4.2 Descriptive Statistics 

4.4.2.1 Customer Attributes 

4.4.2.1.1 Gender 

The gender of the respondent was collected in question 1 of the questionnaire in 

appendix 7.2 and was represented by a dichotomous variable (GENDER) having as 

values male or female. 

Gender 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Female 214 56.0 56.0 56.0 

Male 168 44.0 44.0 100.0 

Total 382 100.0 100.0  

Table 2: Descriptive Statistics - Gender 

In the data set, there is more answers from females than males, 214 answers were by 

females, which accounts for 56% and 168 answers were by males, which accounts 

for 44%, however, the sample represents the second population for having nearly 

close percentages for both genders. 
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4.4.2.1.2 Age 

The age of the respondent was collected in question 2 of the questionnaire in 

appendix 7.2 and was represented by a nominal variable (AGE) having as values 6 

age groups as illustrated in the following figure. 

 

Figure 9: Descriptive Analysis - Age 

 

The majority of respondents are in their twenties with 55% aged between 20 and 29 

corresponding to 210 respondents. Followed by 90 people aged between 30 and 39, 

which consist of 23.6%, then 41 respondents having less than 19 years representing 

10.7% of the data set. The smaller groups were between 40 and 49, 50 and 59 and 

above 60 years being respectively 28 responses at 7.3%, 7 responses at 1.8% and 6 

responses at 1.6%. The above shows that the sample included all the age brackets, 

with an emphasis on people having less than 50, which can more or less represent the 

Lebanese mobile phone consumers. 

4.4.2.1.3 Education 

The education of the respondent was collected in question 3 of the questionnaire in 

appendix 7.2 and was represented by an ordinal variable (EDUCATION). 
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Figure 10: Descriptive Statistics - Education 

 

While checking the education of the respondents, the majority holds a university 

degree with 193 responses at 50.5%, followed by 138 post-graduate students holding 

a Masters’ degree at 36.1% and 41 school students at 9.7%. The minority holds a 

Ph.D. or doctorate degree with 10 respondents representing 2.6%. The educational 

level of respondents included all the possible categories for the customers in 

Lebanon, even the ones having the highest degrees such as Ph.D or Doctorate. 

 

4.4.2.1.4 Monthly Income 

The monthly income of the respondent was collected in question 4 of the 

questionnaire in appendix 7.2 and was represented by a nominal variable 

(MONTHLY_INCOME). People earning various amount of monthly income were 

taken into consideration in this research since the sample included enough 

respondents of each category as shown in the below figure. 
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Figure 11: Descriptive Statistics - Monthly Income 

 

When asked about the monthly income, 128 respondents answered that they earn 

between $1,000 and $2,000 per month at 33.5%, 102 stated that they earn less than 

$1,000 per month at 26.7%, 62 earn monthly between $2,001 and $3,000 at 16.2%, 

43 earn above $3,000 per month while 47 people preferred not to disclose their 

monthly income representing 12.3%. 

4.4.2.1.5 Subscription Count 

The subscriptions’ count of the respondent was collected in question 5 of the 

questionnaire in appendix 7.2 and was represented by a nominal variable 

(SUBSCRIPTIONS_COUNT). In fact, some customers have more than one 

subscription, the additional subscriptions can be used for private matters, work or for 

some other reasons. The below table shows the distribution of answers in relation to 

this variable. 
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Subscriptions Count 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid One 341 89.3 89.3 89.3 

2 or more, all from the same 

operator 
24 6.3 6.3 95.5 

2 or more, at least one from 

Alfa and one from Touch 
17 4.5 4.5 100.0 

Total 382 100.0 100.0  

Table 3:  Descriptive Statistics - Subscriptions Count 

341 respondents have only one subscription with one of the two mobile operators in 

Lebanon, representing 89.3%. 41 respondents stated that they have two or more 

subscriptions; 24 of them are subscribed with the same operators representing 6.3% 

and the other 17 being 4.5% have at least one subscription from each operator. 

4.4.2.1.6 Main Operator 

The main operator of the respondent was collected in question 6 of the questionnaire 

in appendix 7.2 and was represented by a dichotomous variable 

(MAIN_OPERATOR) having as values Alfa or Touch. 

 

Figure 12: Descriptive Statistics - Main Operator 

 

Touch subscribers amounted for 53.4% of the respondents being 204 and Alfa 

subscribers were 178 representing 46.6%. These figures reflect the status of the 
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Lebanese market shared equally by both operators (GSMA Wireless Intelligence, 

2016). 

4.4.2.1.7 Subscription Type 

The subscription of the respondent was collected in question 1 of the questionnaire in 

appendix 7.2 and was represented by a nominal variable (SUBSCRIPTION_TYPE) 

having as values prepaid, residential postpaid or business postpaid. The business 

postpaid value was used to filter out 17 business customers, the prepaid and postpaid 

distribution of the respondents is illustrated in the following figure. 

 

Figure 13: Descriptive Statistics - Subscription Type 

 

In the data set, the majority of customers were prepaid subscribers with 74.3% being 

284 respondents while the minority consisted of 98 postpaid subscribers representing 

25.7% of the total population. The telecommunication market in Lebanon includes a 

higher percentage of prepaid subscriber than what was collected in the sample, it is 

estimated at 82% (GSMA Wireless Intelligence, 2016). However, since the 

difference is acceptable, the sample can represent the second population, specially 

that we have a sufficient number of postpaid subscribers among respondents. 

4.4.2.1.8 Monthly Consumption 

The monthly consumption of mobile phone subscribers was measured in question 8 

of the questionnaire in appendix 7.2 using a nominal variable including 7 

consumption groups (MONTHLY_CONSUMPTION), in the telecommunication 

industry it is also known as the Average Revenue Per User (ARPU) from the point-
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of-view of operators. The different responses in the sample related to this question 

are categorized as per the below figure. 

 

Figure 14: Descriptive Statistics - Monthly Consumption 

 

The majority of respondents consume $16 to $30 per month, they are 123 

respondents and represent 32.2% of the total population. The next group in volume 

includes subscribers who spend $31 to $45 consisting of 93 respondents at 24.3% 

followed by subscribers consuming less than $15 being 51 respondents at 13.4%. 

41 people representing 10.4% stated that they consume more than $91 on their 

mobile phone subscription per month, and the minority had a consumption between 

$46 and $90 as illustrated in the above figure. 

4.4.2.1.9 Subscription Lifetime 

In question 9 of the questionnaire in appendix 7.2, the user was asked to indicate 

since how many years he has been using his subscription and the answer was 

measured using a metric variable (SUBSCRIPTION_LIFETIME). 
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Figure 15: Descriptive Statistics - Subscription Lifetime 

 

The mean of the subscription lifetime was 8.67 years with a standard deviation of 

4.64. The answers of this question were normally distributed with a skewness of 

0.685 and a kurtosis of 0.212. More than 60% of responses were between 4 and 10 

years. 

4.4.2.2 Customer Retention 

The customer retention construct was assessed using two proxies, the willingness to 

repurchase (CR_REPURCHASE) and the intent to recommend 

(CR_RECOMMEND) evaluated respectively in question 11 and 12 in the 

questionnaire in appendix 7.2, these two variables were measured on a scale of 1 to 

10, 1 being the lowest value and 10 the highest, and were treated as metric variables. 
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Statistics 

 

Willingness to 

Repurchase 

Intent to 

Recommend 

N Valid 382 382 

Missing 0 0 

Mean 8.05 6.04 

Std. Deviation 2.585 2.756 

Variance 6.680 7.594 

Skewness -1.305 -.206 

Std. Error of Skewness .125 .125 

Kurtosis .767 -.898 

Std. Error of Kurtosis .249 .249 

Minimum 1 1 

Maximum 10 10 

Table 4: Descriptive Statistics - Customer Retention Variables 

Descriptive statistics of the customer retention variables are shown in the above 

table. 

4.4.2.2.1 Willingness to Repurchase 

The willingness to repurchase variable was assessed by the respondent on a scale 

from 1 to 10, where 1 means that the customer is not willing to keep his mobile 

subscription with his current mobile operator within one year from now, and 10 

means that he will most likely keep it. The outcome of this question are illustrated in 

the following figure. 



64 

 

 
Figure 16: Descriptive Statistics - Willingness to Repurchase 

 

The willingness to repurchase factor presents a unimodal distribution with 10 having 

the highest frequency, practically this means that most respondents were very much 

willing to keep on doing business with their current operator within one year from 

the moment they answered this question. However, the mean was 8.05 and the 

standard deviation was 2.58, indicating a high willingness to repurchase for most 

respondents. Kurtosis is 0.767, its absolute value is less than 2, thus, the answers to 

this question were considered homogeneous (Gravetter and Wallnau, 2014). 

4.4.2.2.2 Intent to Recommend 

Another factor of customer retention, already discussed in chapter 2, if the intent of 

the customer to recommend his current service provider. Respondents replied to this 

questions on a scale of 1 to 10, where 1 means that they are not willing at all to 

recommend their current operator, and 10 means that they are very much willing to 

recommend it. The following figure illustrated the feedback of the sample. 
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Figure 17: Descriptive Statistics - Intent to Recommend 

 

The intent to recommend presented a normal distribution with a mean of 6.04, a 

standard deviation of 2.76 and a kurtosis is -0.898. The option having the highest 

response frequency was 5, along with the mean of 6.04, suggests that most customer 

had neutral point-of-view in regard to recommending their operators to their friends 

and family. 

4.4.2.3 Switching Costs 

The switching costs construct was assessed using four proxies; the fees to be paid for 

buying a new subscription (SC_FINANCIAL), the time and effort spent by a 

customer while switching to the other operator (SC_PROCEDURAL), the relational 

switching costs from breaking bonds with the current operator and dealing with the 

other operator (SC_RELATIONAL), and the cost of losing his mobile phone number 

(SC_RELATIONAL_MN). All the previous variables were evaluated respectively in 

question 13, 14, 15, and 16 in the questionnaire in appendix 7.2, these four variables 
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were measured on a scale of 1 to 10, 1 being the lowest value and 10 the highest, and 

were treated as metric variables. 

 Financial SC Procedural SC Relational SC 

Attachment to 

Mobile Number 

SC 

N Valid 382 382 382 382 

Missing 0 0 0 0 

Mean 5.74 6.08 4.7107 8.01 

Mode 5 10 5 10 

Std. Deviation 2.885 2.961 2.01685 2.469 

Variance 8.324 8.770 4.068 6.094 

Skewness -.070 -.261 .253 -1.251 

Std. Error of Skewness .125 .125 .125 .125 

Kurtosis -1.122 -1.112 -.033 .788 

Std. Error of Kurtosis .249 .249 .249 .249 

Minimum 1 1 1 1 

Maximum 10 10 10 10 

Table 5: Descriptive Statistics - Switching Costs Variables 

The above table shows the descriptive statistics of the switching costs factors, the 

mean and mode of the attachment to mobile number is the highest at 8.01 and 10 

respectively. Followed by the procedural switching costs having 6.08 and 10 as mean 

and mode respectively. The lowest values of the mean and mode are for the relational 

switching costs related to the attachment to the current mobile operator. 

The means and modes of these factors can give us insights about which switching 

cost is given higher importance by Lebanese telecommunication subscribers. It can 

be inferred that the most important switching cost is losing the mobile phone number 

(mean = 8.01, mode = 10), followed by the time and effort spent by a customer to 

switch to the other operator (mean = 6.08, mode = 10), then respondents showed a 

neutral response for the fees to be paid for buying a new subscription from the other 

operator (mean = 5.74, mode = 5), and the least important factor was losing their 

relation with their current operator (mean = 4.71, mode = 5). 
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4.4.2.3.1 Financial Switching Cost 

The financial switching cost was evaluated on a scale of 1 to 10, where 1 means that 

the fees to be paid for buying a new subscription while switching to the other 

operator is not at all a problem, and 10 means that this cost is a major problem. 

Results of this variables are shown in the below figure. 

 

Figure 18: Descriptive Statistics - Financial Switching Costs 

 

The financial switching costs presented a normal distribution with a mean of 5.74, a 

standard deviation of 2.89 and kurtosis is -1.122, which is between -2 and 2 

supporting the homogeneity of the sample (Gravetter and Wallnau, 2014). The 

highest frequency is for the value 5 followed by 10, 7 and 8. 

The distribution of this switching cost suggest that people had heterogeneous 

opinions in relation to this variable, since all the possible responses between 1 and 10 

had a minimum frequency of 20 and a maximum frequency of 60. Looking at the 



68 

 

mean of this distribution, we can conclude that on average, people have a neutral 

judgment for the financial switching cost (mean = 5.74). 

4.4.2.3.2 Procedural Switching Cost 

The following figure illustrates the procedural switching cost that was rated by 

respondents on a scale of 1 to 10 where 1 means that the subscriber does not mind 

spending time and effort while switching to the other operator and 10 means that this 

cost is a major problem. 

 

Figure 19: Descriptive Statistics - Procedural Switching Costs 

 

A normal distribution was noticed for the procedural switching costs with a mean of 

6.08, a variance of 8.77, a standard deviation of 2.96 and a kurtosis of -1.122. The 

mode of this variable was 10, meaning that when asked about the time and efforts 

spent to switch to another operator, the answer having the highest frequency was 10. 
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The mean value of 6.08 might reflect a moderate ranking of this cost among other 

switching costs. 

4.4.2.3.3 Relational Switching Cost 

The relational switching costs resulting from having to deal with the other mobile 

operator and switch from the current one were measured on a scale of 1 to 10; 1 

representing a very low impact of this cost on the subscriber and 10 representing a 

major problem. Description of this switching cost is illustrated in the below figure. 

 

Figure 20: Descriptive Statistics - Attachment to Operator Switching Cost 

 

The relational switching costs has presented a normal distribution with a mean of 

4.71, a variation of 4.07, a standard deviation of 2.02 and a kurtosis of -0.033. The 

answer having the highest frequency is 5 and the mean value of 4.71, shows a neutral 

attachment to the current operator. 
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4.4.2.3.4 Attachment to Mobile Number 

When switching to another telecommunication operator in Lebanon, the subscriber 

will have to lose his current mobile number and acquire a new one from the other 

operator. Losing their mobile number was rated by respondents on a scale of 1 to 10; 

where 1 means that this cost is a not a problem and 10 means that this cost is a major 

problem for them. Below is an image showing the results of this question. 

 

Figure 21: Descriptive Statistics - Attachment to Mobile Number Switching Cost 

 

The attachment to mobile number illustrated a unimodal distribution where the value 

10 had the highest frequencies since 169 respondents out of 382 answered with a 10 

when asked about the importance of losing their current mobile number. The mean of 

this distribution was 8.01 with a variance of 6.09 and a standard deviation of 2.47. 

These values signal a high importance of this switching cost among the sample for 

having the highest mean and mode. 
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4.4.3 Inferential Statistics 

In this section, we will perform inferential statistics on the data set collected from the 

quantitative method in order to confirm or reject the previously stated hypotheses in 

chapter 3. Random sampling was adopted in the collection of data and the sample 

was representative of the population as discussed in the descriptive analysis in this 

chapter. Also since we have used a metric scale of 1 to 10 for the customer retention 

and switching costs variables and the sample was homogeneous for having a kurtosis 

between -2 and 2, it was acceptable to use parametric tests on the variables of these 

constructs. 

4.4.3.1 Analysis of Variations 

In order to evaluate the hypothesis H5 assuming a relation between customer 

attributes and switching costs, we have performed Independent Samples T-test on the 

dichotomous variables, and one-way ANOVA test on other nominal variables 

including more than 2 groups. When ANOVA showed significant variations among 

groups of a variable, further Independent Samples T-test were conducted between 

groups to verify this variation. 

The tests that showed statistically significant variations are detailed in this section, 

other tests showing no significance at the 95% confidence level were omitted. 

4.4.3.1.1 Gender Variations 

The Independent Sample Test on the gender shows a significant variation between 

male and female for the relational switching costs. Specifically, it seems that females 

are more attached to their operators than males. Although both groups replied with 

average neutral answers when asked about the relational switching (mean = 4.71 on a 

scale from 1 to 10), females show more attachment with a mean of 5.03 compared to 

males having a mean of 4.03 for this factor. This variation can be due to females 

being more emotional, specifically in Lebanon and the Arab region, however, this 

outcome is in contradiction with a previous study on the Brazilian and German 

telecommunication markets, suggesting that gender differentiation have no impact on 

the switching intentions of subscribers, thus males and females are equally prone to 

switching suppliers (Martins et al., 2013). 
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The following table shows the mean variation between male and female for the 

customer retention and switching costs variables. 

 
Gender N Mean Std. Deviation Std. Error Mean 

Willingness to Repurchase Female 214 7.99 2.808 .192 

Male 168 8.13 2.273 .175 

Intent to Recommend Female 214 6.18 2.866 .196 

Male 168 5.86 2.606 .201 

Financial SC Female 214 5.90 2.963 .203 

Male 168 5.54 2.779 .214 

Procedural SC Female 214 6.25 3.072 .210 

Male 168 5.87 2.808 .217 

Relational SC Female 214 5.03 2.066 .141 

Male 168 4.30 1.882 .145 

Attachment to Mobile 

Number SC 

Female 214 8.20 2.530 .173 

Male 168 7.76 2.373 .183 

Table 6: Gender Variations Statistics 

 

The below table shows the result of the Independent Sample T-test on the mean 

variation between gender’s groups. The variation of the mean of the relational 

switching costs is significant at the 1% significance level. 

 

 t df Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

Willingness to Repurchase -.526 380 .599 -.140 .267 

Intent to Recommend 1.124 380 .262 .319 .284 

Financial SC 1.196 380 .232 .356 .297 

Procedural SC 1.257 380 .210 .383 .305 

Relational SC 3.495 380 .001 .716 .205 

Attachment to Mobile 
Number SC 

1.711 380 .088 .434 .254 

Table 7: Independent Sample Test - Gender 
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4.4.3.1.2 Education Variations 

The following table suggests a significant difference within the different education 

groups in their willingness to repurchase, therefore the t-test was performed between 

all the groups in order to know which groups caused this variation. 

ANOVA 

 Sum of Squares df 

Mean 

Square F Sig. 

Willingness to 

Repurchase 

Between 

Groups 
88.524 3 29.508 4.541 .004 

Within Groups 2456.429 378 6.498   

Total 2544.953 381    

Intent to Recommend Between 

Groups 
19.874 3 6.625 .871 .456 

Within Groups 2873.456 378 7.602   

Total 2893.330 381    

Financial SC Between 

Groups 
34.568 3 11.523 1.389 .246 

Within Groups 3136.775 378 8.298   

Total 3171.343 381    

Procedural SC Between 

Groups 
21.647 3 7.216 .822 .483 

Within Groups 3319.672 378 8.782   

Total 3341.319 381    

Relational SC Between 

Groups 
6.455 3 2.152 .527 .664 

Within Groups 1543.331 378 4.083   

Total 1549.786 381    

Attachment to Mobile 

Number SC 

Between 

Groups 
12.524 3 4.175 .683 .563 

Within Groups 2309.465 378 6.110   

Total 2321.990 381    

Table 8: One-way Anova Test - Education 

 

The below table describe the statistics of each education group in relation to the 

switching costs and customer retention factors: 
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Education 
  

N Mean 
Std. 

Deviation 
Std. Error 

Mean 

Willingness to 
Repurchase School 41 6.73 2.409 .376 

University 
Baccalaureate or 
License 

193 8.35 2.408 .173 

Masters 138 8.04 2.742 .233 

Ph.D or Doctorate 10 7.90 2.998 .948 

Table 9: Education Variations Statistics 

 

The below table summarizes the statistically relevant difference among education 

groups: 

 

  t df 
Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

Willingness to Repurchase 
(School - University) -3.900 232 .000 -1.615 .414 

Willingness to Repurchase 
(School - Masters) -2.762 177 .006 -1.312 .475 

Willingness to Repurchase (School 
– Ph.D) -1.311 49 .196 -1.168 .891 

Table 10: Independent Sample Test - Education 

 

The independent sample test for the education customer attribute shows that there is 

a significant difference in the willingness to repurchase between respondents at 

school (mean = 6.73) and the ones having a university undergrad (mean = 8.35, 

difference of 1.615 with school) or master’s degree (mean = 8.04, difference of 1.312 

with school) with a significance p-value < 5%. The previous finding suggests that 

people who pursue a university degree or above are more willing to repurchase 

products and services from their current operators. Variation analysis was not 

significant between respondents having a school education and Ph.D. holders, maybe 

due to the small size of the latter group. 

This variation was previously discussed in the literature, it was mentioned that early 

entry to markets should take into consideration the educational background of 

customers (Porter, 1980). The findings related to customer’s education confirm 
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previous studies in the telecommunication industry indicating that the level of 

education have a positive correlation with customer retention (Sntouridis and 

Trivellas, 2010; Tawinunt et al., 2015). However, the influence of the education level 

on customer retention contradicts previous studies in the banking industries 

confirming the null hypothesis that education has no impact on customer retention 

(Augusto de Matos et al., 2013). 

4.4.3.1.3 Subscription Type Variations 

In order to evaluate a proposition suggested in the qualitative survey that prepaid 

customers have lower customer retention and lower switching costs than postpaid 

subscribers, we have performed and Independent Sample T-test on postpaid and 

prepaid customers, the following table shows the output. 

 
 

t df Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

Willingness to Repurchase 1.310 380 .191 .396 .303 

Intent to Recommend -1.795 380 .073 -.578 .322 

Financial SC -.430 380 .667 -.146 .338 

Procedural SC .150 380 .881 .052 .347 

Relational SC -1.171 380 .242 -.276 .236 

Attachment to Mobile 

Number SC 
-.641 380 .522 -.185 .289 

Table 11: Independent Sample Test - Subscription Type 

 

There is no statistically significant difference among respondents between prepaid 

and postpaid subscribers, p-value > 5%. This finding contradicts with one outcome 

of the qualitative method. 

The findings related to the subscription type of subscribers were close to previous 

papers suggesting no impact of this customer attribute over customer retention 

(Edward et al., 2010; Martins et al., 2013). A study in the Turkish telecommunication 

market confirmed that postpaid subscribers show more retention than prepaid 

subscribers, which is in contradiction with our findings in the Lebanese market 
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(Gürsoy, 2010). This inconsistency between the Lebanese and other markets can be 

due to the structure of the switching costs in Lebanon, in fact, since the most relevant 

switching cost is relational, both prepaid and postpaid customers in Lebanon are 

equally impacted by the loss of their mobile number and the relation with their 

operator. 

4.4.3.2 Regression Analysis 

In order to perform a regression analysis between dependent and independent 

variables and assess the hypotheses H1, H2, H3, H4 and H6, we considered that the 

dependent variable Customer Retention is the mean of the willingness to repurchase 

and the intent to repurchase factors; this new variable was labeled 

CUSTOMER_RETENION: 

CUSTOMER_RETENTION = (CR_REPURCHASE + CR_REOMMEND) / 2. 

The independent variables are the factors of the switching costs; the model summary 

of the stepwise linear regression is represented in the following table: 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .495a .245 .243 3.66840 

2 .576b .332 .329 3.45527 

a. Predictors: (Constant), Attachment to Mobile Number SC 

b. Predictors: (Constant), Attachment to Mobile Number SC, Relational 

SC 

Table 12: Model Summary - Linear Regression 

 

As per the above table, the stepwise linear regression suggests two models for the 

regression, the first with an R square of 24.5% and the second with an R square of 

33.2%. These results are aligned partly with the previous literature that suggests that 

a quarter of customer retention can be explained by the switching costs (Szymanski 

and Henard, 2001). In the below table, the coefficient of each variable in these two 

suggested models are illustrated: 
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Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 7.324 .638  11.485 .000 

Attachment to Mobile 

Number SC 
.846 .076 .495 11.109 .000 

2 (Constant) 5.412 .659  8.208 .000 

Attachment to Mobile 

Number SC 
.709 .074 .415 9.534 .000 

Relational SC .639 .091 .306 7.023 .000 

a. Dependent Variable: Customer Retention 

Table 13: Regression Coefficients 

 

The second model has a higher R square and includes two switching costs categories, 

the relational and attachment to mobile number, therefore, we will adopt this model. 

Adopting the suggested model by the stepwise linear regression disregards the 

following variables: 

Excluded Variablesa 

Model Beta In t Sig. 

Partial 

Correlation 

Collinearity 

Statistics 

Tolerance 

1 Financial SC .108b 2.190 .029 .112 .808 

Procedural SC .025b .473 .636 .024 .692 

Relational SC .306b 7.023 .000 .339 .931 

2 Financial SC .028c .582 .561 .030 .757 

Procedural SC -.046c -.890 .374 -.046 .665 

a. Dependent Variable: Customer Retention 

b. Predictors in the Model: (Constant), Attachment to Mobile Number SC 

c. Predictors in the Model: (Constant), Attachment to Mobile Number SC, Relational SC 

Table 14: Linear Regression Excluded Variables 

 

Looking at the excluded variables in the above table, we notice that in the first 

model, the financial and relational switching costs are statistically significant, thus 

they should not be excluded. However, when including the relational switching cost 
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and attachment to mobile number, all other variables lose significance and the 95% 

confidence level. 

The R square of the above model suggests that 33.2% of the variation of customer 

retention can be explained by the two switching costs categories; attachment to the 

operator and attachment to the mobile number. These two remaining switching costs 

are relational by nature. These results suggest the following model: 

CUSTOMER_RETENTION = 5.412 + 0.709 * SC_RELATIONAL_MN + 0.639 * 

SC_RELATIONAL 

Since R square was only 33.2%, thus the above suggested model explains only third 

of customer retention, which is why we have performed a correlation analysis in 

order to check the relation between customer retention and each switching costs type 

separately. The details of the correlation analysis are explained in the next section. 

4.4.3.2.1 Correlations 

A correlation analysis was performed on SPSS for the customer retention and 

switching costs factors in order to test the association between these variables. The 

output is illustrated in the following table. 

Correlationsb 

 

Customer 

Retention 

Financial 

SC 

Procedural 

SC 

Relational 

SC 

Attachmen

t to Mobile 

Number 

SC 

Customer Retention Pearson Correlation 1     

Sig. (2-tailed)      

Financial SC Pearson Correlation .304** 1    

Sig. (2-tailed) .000     

Procedural SC Pearson Correlation .292** .667** 1   

Sig. (2-tailed) .000 .000    

Relational SC Pearson Correlation .415** .331** .303** 1  

Sig. (2-tailed) .000 .000 .000   

Attachment to 

Mobile Number SC 

Pearson Correlation .495** .439** .555** .263** 1 

Sig. (2-tailed) .000 .000 .000 .000  

**. Correlation is significant at the 0.01 level (2-tailed). 

b. Listwise N=382 

Table 15: Correlation between Customer Retention and Switching Costs Factors 
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The above table shows that the relation between the customer retention and all the 

switching costs factors is significant at the 1% level. All the switching costs factors 

are positively associated with customer retention; the financial, attachment to 

operator and attachment to mobile number have a moderate positive relation for 

having a Pearson correlation between 0.3 and 0.6 while the procedural switching cost 

present a positive weak link with customer retention since its respective Pearson 

correlation is below 0.3 (correlation = 0.292). 

The above findings are aligned with many previous papers indicating a strong 

positive relation between customer retention and all switching costs factors, chiefly 

financial, procedural and relational switching costs, but represent different relation 

intensity (Lee et al., 2001; Gursory, 2010; Abbasimehr et al., 2012; Verbraken et al., 

2014). Thus, Lebanese telecommunication market presents some singularities, such 

as the level of competition, the regulatory structure and ownership of this sector and 

the cultural characteristics of consumers, which affect the weight of this association. 

4.4.3.3 Hypotheses Testing 

The outcome shown in the previous section supports the hypotheses suggested in 

chapter 3. 

H1: The time and effort spent by customers to switch to the other operator is 

positively linked with customer retention 

The procedural switching cost that represent the time and efforts spent by a customer 

upon switching to the other provider have a weak positive association with customer 

retention for having a Pearson correlation of 0.292.  

H2: The financial switching costs are positively connected with customer retention 

The financial switching cost representing the fees to be paid for buying a new 

subscription when switching to another operator has a moderate positive relation 

with the customer retention with a Pearson correlation of 0.304. 

H3: The relational switching costs are positively correlated with customer retention 

The relational switching costs, representing the costs from breaking bonds with the 

current operator and having to deal with the other operator, have a significant 

Pearson correlation of 0.415 at the 99% confidence level, signaling a moderate 

positive relation with customer retention. 
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The positive direction of the correlations found in H1, H2 and H3 confirms previous 

theories, however, its weak to moderate intensity was not expected, signaling 

singularities in this sector in Lebanon (Lee et al., 2001; Gursory, 2010; Abbasimehr 

et al., 2012; Verbraken et al., 2014). 

H4: The attachment to mobile number is positively associated with customer 

retention 

The attachment to the mobile number has the highest Pearson correlation of 0.495 

suggesting a moderate positive correlation with customer retention at the 1% 

significance level. This outcome confirms previous theories suggesting a moderate 

impact of this factor on customer retention (Martins et al., 2013). 

H5: Customer retention varies with respondent's attributes. 

As per the findings in section 4.4.3.1, we have discovered that some variations in 

customer attributes are statistically supported, in particular: 

 Females are more attached to their operators than males. 

 Educated customers who had pursued university studies are more willing to 

repurchase products and services from their current operators than customers 

who did not attend a university. 

 What was suggested by all interviewees during the qualitative research, that 

prepaid subscribers are less retained than postpaid customers, was not 

statistically supported. 

H6: The switching costs have an impact on customer retention 

The linear regression model generated in section 4.4.3.2 was able to explain one third 

of customer retention, this outcome is acceptable since as previously found in the 

literature, the switching costs does not fully explain customer retention; a quarter can 

be explained by customer satisfaction, another part is explained by service quality 

and switching costs (Szymanski and Henard, 2001). 

4.5 Main Results 

The main results of the qualitative research suggest that customer retention is the 

activity or program designed to encourage customers to keep on doing business with 

their current provider, it follows the customer through his whole lifecycle, thus 
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requires an important budget. Customer retention is still being confused with other 

constructs such as customer satisfaction, customer loyalty and service quality. In 

Lebanon, customer retention is important but not a critical topic since the 

telecommunication sector is completely owned by the government and managed by 

two operators sharing the market equally and offering nearly the same portfolio, 

technologies and network coverage. Regardless of the choice of operator, revenues 

generated by Lebanese subscribers are earned by the same party, which is the 

Lebanese government, implementing a retention program to prevent customers from 

switching operators incurs additional operating costs, but does not provide additional 

revenues for this sector’s owner, thus there is no interest in such a program as its 

profitability is not assured. Due to the current duopoly and status quo of the 

Lebanese telecommunication market, the switching costs include only the time and 

effort needed to switch to the other operator, the financial fees to be paid upon 

buying a new subscription, the attachment to mobile number and the relational loss 

from breaking bond with the current provider. These switching costs slightly 

increases the customer retention and have more impact on postpaid subscribers rather 

than prepaid subscriber.  

The analysis of the quantitative data partially confirmed the above outcome. In fact, 

the time and effort and financial switching cost were not significant in the regression 

analysis, however, the correlation analysis showed a weak positive correlation of 

these switching costs with customer retention, while the attachment to mobile 

number and to the operator were confirmed as discussed in section 4.4.3.2. 

The intensity of the relation that was mentioned by all interviews as being “slight”, 

was also supported statistically since the highest Pearson correlation was for the 

attachment to mobile number at 0.495, which is a moderate positive association. 

The variation between the prepaid and postpaid customers in regard to customer 

retention and switching costs was not supported by the quantitative study; the 

independent sample test for the means of these customer types was not statistically 

significant. This variation was not confirmed in Lebanon most probably since the 

most relevant barriers currently in the Lebanese telecommunication industry are 

relational, thus this type of switching costs is not impacted by the subscription type, 

in other markets having higher procedural or financial switching costs, the 

subscription type might present other relevant variations. 



82 

 

The gender variations in the level of impact of the relational switching costs can be 

due to females being more emotional than males, in particular in Lebanon where 

females showed higher attachment to their current operator, this outcome can be 

generalized with some limitations to the middle-east and Arab countries since people 

in this region might be more emotional than in other regions. 

Educated customers are more retained by their service provider since their choices 

might be more scientific and rational, thus, once they make a decision, it will be 

harder for a competitor to prove its usefulness and value. 

After combining the results of the qualitative and quantitative analysis, we can 

conclude that there is a weak to moderate positive relation between customer 

retention and the switching costs that are composed mainly of relational, followed by 

financial and procedural switching costs. This weak to moderate association can be 

due to the lack of competition in the Lebanese telecommunication market owned 

completely by the Lebanese government and managed by two operators sharing the 

market equally and offering the same products, services, network coverage and 

technologies. 

4.6 Conclusion 

This chapter started with a brief overview of the main sections, followed by the 

definition of the analysis framework of this research. Then we have analyzed the 

qualitative interviews and mentioned the major highlights. After that, the quantitative 

data was explored using reliability analysis, descriptive statistics, regression analysis 

and correlation analysis. Since we are adopting a mixed methodology in this paper, 

the last section of this chapter included the main results after crosschecking the 

outcome of the qualitative and quantitative methods. 

In the next chapter, we will provide a summary of the research aim and main 

findings, we will also link the hypotheses with the methodology and findings. 

Validity of this paper will be demonstrated, along with the research limitations and 

implications. 
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5 Chapter 5 – Conclusions and Recommendations 

5.1 Introduction 

This chapter will present the conclusion of this thesis that aims at evaluating the 

relation between the customer retention and the switching costs in the Lebanese 

mobile phone market. The main findings will be summarized along with the 

respective research questions, hypotheses, methodology and tests used. Then we will 

tackle the validity of this paper, followed by its limitations and suggestions for future 

research. Finally, we will discuss the theoretical and managerial implications of this 

paper. 

5.2 Summary of the Main Findings 

Customer retention is the activity or program designed to encourage customers to 

keep on doing business with their current provider, it follows the customer through 

his whole lifecycle, thus requires an important budget. Customer retention is still 

being confused with other constructs such as customer satisfaction, customer loyalty 

and service quality. In Lebanon, customer retention is important but not a critical 

topic since the telecommunication sector is completely owned by the government 

and managed by two operators sharing the market equally and offering nearly the 

same portfolio, technologies and network coverage. Nevertheless, from the point-of-

view of consumers, switching costs are mainly relational, comprising the attachment 

to mobile number and the attachment to their current operator. The fees incurred by a 

subscriber to buy a new subscription and the time and effort spent to switch to 

another operator have a weak positive relation with customer retention, while 

relational switching costs have a moderate positive association with customer 

retention. 

It was also interesting to discover that females have higher relational switching costs 

than males, however, both gender have a neutral average value for these switching 

costs in the Lebanese market, also educated customers having university degrees are 

more retained by their respective operators. 
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The below table summarizes the outcome of the main research question that was 

trying to assess the impact of the switching costs on the customer retention in the 

Lebanese telecommunication market: 

 

Hypothesis 

Research 

Strategy and 

Methodology 

Test Used Findings 

H1 

Survey Strategy. 

Mixed 

methodology; 

semi-structured 

interview and 

questionnaire 

technique 

Interviews coding for 

the qualitative and 

correlation analysis for 

the quantitative 

The financial switching cost has 

a moderate association with the 

customer retention 

H2 

The procedural switching cost 

has a weak relation with the 

customer retention 

H3 

The relational switching cost has 

a moderate link with the 

customer retention 

H4 

The attachment to mobile 

number has a moderate 

association with the customer 

retention 

H5 

Interviews coding for 

the qualitative and 

One-way ANOVA and 

T-Tests for the 

quantitative 

Females appreciate relational 

switching cost more than males. 

Educated customer are more 

retained by their operator. 

Postpaid and prepaid subscribers 

are equally prone to switching 

intentions and have similar 

customer retention level. 

H6 

Interviews coding for 

the qualitative and 

stepwise linear 

regression analysis for 

the quantitative 

Relational switching cost and 

attachment to mobile number are 

able to explain third of customer 

retention in the Lebanese market 

Table 16: Summary of Findings, Strategy, Methodology and Tests Used 
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5.3 Validity of the Research 

In this section, we will discuss the validity of this paper, that can be defined as the 

best estimate of truth when drawing conclusions or inferences (Trochim and Donelly, 

2001). In particular, we will prove the external, construct and internal validity of this 

thesis. 

5.3.1 External Validity 

Two populations were targeted in this research. In the qualitative method, we have 

chosen top-managers, concerned with customer retention and switching costs, of one 

of the two operators in the Lebanese mobile phone industry. Taking into 

consideration their wide experience in this field and their education background, 

generating their point-of-view to the whole population should not threat the external 

validity. The interviews coding was done by three raters to make sure the outcome is 

homogeneous; this inter-rater reliability strengthens the findings’ validity of the 

qualitative method.  

In the quantitative method, external validity was strengthened by adopting a random 

sampling of the population representing the Lebanese telecommunication subscribers 

and by the sample size, which yielded a 95% confidence level with 5% interval and a 

reliability Cronbach’s Alpha of 75.9%. Also the sample was, to the best of our 

knowledge, representative of the population; taking into account the gender 

distribution, age brackets, education levels, subscription type, monthly income and 

monthly consumption. 

As per the above, we had a strong external validity for using random sampling 

procedure on a statistically significant and representative sample size, thus 

conclusions and inferences can be generalized to the whole population, specifically 

since most of the outcome resonate with previous papers and theories (Frambach, 

van der Vleuten and Durning, 2013). 

5.3.2 Construct Validity 

The construct validity, which refers to the degree at which the factors used for 

customer retention and switching costs can reflect these theoretical construct, thus 

this validity is mainly related to the quantitative method (Trochim and Donelly, 

2001). In this research we consider that we had a robust construct validity since the 
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factors explaining customer retention and the switching costs were first deduced 

from the previous studies, then the facilitating qualitative technique allowed us to 

confirm these variables, in particular in the Lebanese market. 

5.3.3 Internal Validity 

The internal validity represents the most appropriate estimation of the truth when 

trying to confirm or reject causal associations (Trochim and Donelly, 2001). In this 

study, the qualitative method was only exploratory and inter-rater validity was 

respected. Moreover, the sample represented half of the population and top-managers 

having a wide experience and important educational background were interviewed.  

In the quantitative analysis, the sample size was large enough to prove a 95% 

confidence level, random sampling was adopted, however, we were not able to prove 

a strong causal relationship between customer retention and switching costs; 

Cronbach’s Alpha was 75.9% but R square was 33.2%. 

The above discussions prove that this paper had an adequate internal validity for 

having a significant and representative sample of the population (Frambach et al., 

2013). 

5.4 Research Limitations 

In the qualitative study, top managers of one of the two mobile operators in the 

Lebanese telecommunication sector were interviewed; it would be interesting to 

check if the outcome of this study can be applied to the other operator.  

This study was limited in time and budget, providing additional research resources 

gives the opportunity to strengthen the quantitative method by increasing the sample 

size and tweaking the questionnaire to be more adapted to the Lebanese market. The 

output of this paper cannot be generalized to the business subscribers and people 

working in either Alfa or Touch since they were excluded from the original sample. 

Since the questionnaire of the quantitative method was available in the English 

language only, some respondents were not able to respond due to language barriers. 

Also subscribers from some regions in Lebanon might have faced some difficulties 

in participating in this questionnaire, in particular in rural villages having little or no 
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access to the Internet and where we were not able to distribute and collect hard copy 

questionnaires. 

This research took into consideration a market having a lot of singularities, 

specifically in its ownership by the Lebanese government and the duopoly settled by 

the two mobile phone operators, thus its outcome cannot be generalized to markets 

having completely different structure and competition levels. Also people living in 

the Middle East and Arab countries tend to show more affection and less rationalism 

that other societies, thus some findings might not be transferable to other societies 

having different cultural and behavioral characteristics. 

This research was limited in time, it was conducted between 2015 and 2016, thus, it 

might be relevant to re-evaluate the outcome of this research in future years since the 

outcome might not still be relevant after few years, specifically in fast moving 

sectors related to technology and communications. 

Also this paper studied the telecommunication industry, thus the findings might not 

be applicable to other sectors, precisely businesses having a lot of differences with 

technological sectors or dealing with tangible products, consumables or commodities 

and not with services, communication and technology. 

Despite the fact that this research was not able to cover each and every type of the 

population, the sample was large and diversified enough to reflect most attributes in 

the Lebanese mobile phone users and prove a robust representation of the population. 

5.5 Possible Future Research 

As mentioned in the qualitative study, the Lebanese market will soon follow the 

global telecommunication trends by offering more competitive services specifically 

the number portability service allowing customers to keep their current mobile 

number while switching to the other operator, this is where the switching costs will 

get more importance and higher impact on customer retention. Also if this sector was 

privatized, or a third operator was introduced to the Lebanese market, the 

competition will stronger and operators will have an increased urgency in securing 

their customer base. These reasons will change the status of the market; this is where 

it would be more interesting for future research to re-evaluate the structure of the 

switching costs and their respective impact on customer retention. 
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Also future research can query the point-of-view of the other operator to have a 

consensus of the first population targeted in this study. Business customers can be 

addressed in future papers since their customer retention and switching costs are 

different than individuals for having their subscriptions completely owned and 

managed by their employers. People working in this field were also disregarded in 

this thesis in order to reduce bias; taking subjectivism into consideration, the research 

methods adopted in this paper can be customized to probe this category as well.  

It would be also interesting to try to replicate this study in other markets, in 

particular, in countries having similar conditions where the sector is still not 

privatized. It is also relevant to check if the outcome of this paper can be applied in 

the Lebanese market for other sectors, specifically for businesses working in 

technology, communication and services in general. 

Starting from the findings of this thesis, other research can try to investigate the 

variations in relational switching costs between males and females in Lebanon and 

the main reasons behind it.  

5.6 Research Implications 

The implications of this research can be categorized into theoretical and managerial 

or professional implications. 

5.6.1 Theoretical Implications 

The definition of the customer retention adopted by previous scholars as being a set 

of activities that maintain the customer base and prevent it from switching to 

competitors was validated in the telecommunication industry in Lebanon where it 

was measured by previously suggested factors, chiefly the willingness to repurchase 

in the near future and the intent to recommend the products and services of the 

current provider to friends and family (Gerpott et al, 2001; Steiner et al., 2014; 

Koosha and Albadyi, 2015; Li, 2015; Tawinunt et al. 2015; Eberle et al., 2016). 

It can be inferred from this research that the relational switching costs have more 

impact on customer retention than other switching costs in less competitive markets, 

precisely where there is a monopoly or a duopoly of two companies offering the 

same portfolio and sharing the market equally. 
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The outcome of this research in regard to the gender’s variations with the switching 

costs contradicts with previous study showing no impact of the gender on this 

construct; in fact, despite the fact that both genders showed neutral position in 

regards to relational switching costs, females tend to have higher attachment to their 

current mobile operator, specifically in the Lebanese market (Martins et al., 2013). 

5.6.2 Managerial Implications 

Managers in the Lebanese telecommunication industry can prepare marketing 

strategies including customer retention programs and well-designed switching costs 

to protect and increase their market share once this sector induces more competition 

either with the introduction of the number portability service or with the privatization 

of this sector. It would be also relevant to target educated customers, since once 

acquired, they show higher retention than other non-educated subscribers. 

Mobile operators in Lebanon can introduce some other switching costs found in the 

literature but not yet introduced to the Lebanese market, such as loyalty programs, 

contractual lock-in and exit barriers. Including such switching costs in the marketing 

strategy is a challenge since their efficiency will highly rely on the value of the 

telecommunication services as perceived by the customer, thus adding these costs 

should be accompanied with more competitive and compelling products, service, 

network quality, coverage and technologies. 
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7 Appendices 

7.1 Appendix 1: Interview Guide 

7.1.1 Introduction 

We are a group of researchers from NDU University, Lebanon, and we are 

investigating the customer retention in the telecom industry in Lebanon 

This interview will be used in my research that might be published later on, any 

information that you provide in this interview will not be used in any other context. 

The name of the company will remain strictly confidential. 

 

7.1.2 Section 1: Customer Retention 

1- How do you define customer retention in the telecom industry? 

2- Does this definition apply to the Lebanese market, or there are some 

singularities? 

3- How should we measure the customer retention in the telecommunication 

market? 

4- Is the willingness to repurchase a factor of customer retention? (in case it was 

not mentioned by the interviewee) 

5- Is the intent to recommend the operator’s services a factor of customer 

retention? (in case it was not mentioned by the interviewee) 

6- Is the resistance to competitor’s package a factor of customer retention? (in 

case it was not mentioned by the interviewee) 

7- What are the most essential elements according to you? 

 

7.1.3 Section 2: Switching Costs 

8- What are the factors that impact the customer’s decision to switch to another 

operator in the Lebanese telecommunication industry? (do not mention 

“switching costs” unless the interviewee has already mentioned it and make 

sure we have the same understanding for the switching costs.) 

9- Ask him about the factors that he did not mention: 

a. The perceived quality of service 

b. Evaluation costs, search costs in other references 

c. Learning costs 

d. Setup costs 

e. The contractual lock-in 

f. Benefit loss costs 

g. The ease-of-use of the other operators' services 
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h. The number portability impact 

i. Personal relationship costs 

j. Brand relational costs 

k. The attachment to mobile number 

10- Would you please suggest two or more groups under which we can categories 

these switching costs? 

11- What do you think about the below categorization? 

a. Procedural switching costs (time and efforts) 

b. Financial switching costs (Monetary) 

c. Relational switching cost (Psychological) 

 

7.1.4 Section 3: Impact of the switching costs on customer retention 

12- What is the effect of the switching costs on the customer retention in the 

mobile telecom industry in Lebanon? 

 

7.1.5 Section 4: Customers’ Attributes Impact on Customer Retention and 

Switching Costs 

13- Do switching costs have the same effect on all customers? 

14- If we group the customers based on the level of impact of the switching costs, 

what are the characteristics of the group having the highest impact? 

 

15- Would you like to add something? 

 

Would you mind publishing your title? 
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7.2 Appendix 2: Questionnaire Design 

7.2.1 Introduction 

We are a group of researchers from NDU University, Lebanon, and we are 

investigating the customer retention in the telecom industry in Lebanon. 

This survey will be used in our research that might be published later on, any 

information provided in this questionnaire will not be used in any other context. 

Responses to this survey are strictly confidential and completely anonymous, no 

personally identifiable information is captured. 

This survey takes around 10 minutes; we appreciate you taking the time to support 

this research 

 

7.2.2 Section 1: Customer Attributes 

1. Your gender? 

(Male/Female) 

2. Your age? 

(less than 19/20-29/30-39/40-49/50-59/above 60) 

3. Level of education? 

(None/School/University Baccalaureate or License/Masters/ Ph.D or Doctorate) 

4. Monthly income level? 

(Less than $1,000 / $1,001 - $1,999 / $2,000 - $2,999 / Above $3,000) 

5. How many mobile phone numbers do you currently have? 

(0/1/2 or more, all from the same operator/2 or more, at least one from Alfa and 

one from Touch) 

In case the answer is 0, end the survey 

6. What is the operator of your main mobile subscription? 

The main subscription is the one that has the highest usage in case you have more 

than one subscription or mobile phone number. 

(Alfa / Touch) 

7. What is the type of your main subscription? 

( Prepaid / Residential Postpaid / Business Postpaid) 
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In case the answer is Business Postpaid, end the survey. 

8. How much does your mobile subscription cost you per month? 

( Less than $15 / $16 - $30 / $31 - $45 / $46 - $60 / $61 – $75 / $76 - $90 / More 

than $91 ) 

9. Since how many years you have been using your current mobile number? 

10. Do you currently work in Alfa or in Touch? 

(Yes / No) 

In case the answer is Yes, end the survey. 

 

7.2.3 Section 2: Customer Retention 

11. How likely are you willing to keep your current mobile subscription with 

your current mobile operator within one year from now on a scale of 1 to 10 

where 1 means that you are not likely to keep your subscription and 10 

means that you will most likely keep it? 

(Scale of 1 to 10) 

 

12. How likely would you recommend your current mobile operator to your 

friends and family on a scale of 1 to 10 where 1 means that you do not really 

recommend and 10 means that you highly recommend your current 

operator? 

(Scale of 1 to 10) 

 

7.2.4 Section 3: Switching Costs 

In the event where you wanted to switch to the other mobile operator, to what 

extent you consider that the following are blocking problems on a scale from 1 

to 10 where 1 means that this is not a problem at all and 10 means that this is a 

big problem for you: 

13. You will have to pay some extra fees to cancel your current subscription and 

get a new one from the other operator 

(Scale of 1 to 10) 
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14. You will have to put some extra time and efforts to cancel your current 

subscription and get a new one from the other operator 

(Scale of 1 to 10) 

 

15. You would have to deal with the other operator instead of your current one 

(Scale of 1 to 10) 

 

16. You will have to lose your current mobile number 

(Scale of 1 to 10) 
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7.3 Appendix 3: Interview Codes 

 

Customer Retention 

CR-DFN Customer retention definition 

CR-FCT Customer retention factors  

CR-FCT-MEE Customer retention factor – most essential element 

Switching Costs 

SC-FCT Switching costs factors 

SC-FCT-QOS Switching costs factor – quality of service 

SC-FCT-EVL Switching costs factor – evaluation costs 

SC-FCT-LRN Switching costs factor – learning costs 

SC-FCT-STP Switching costs factor – setup costs 

SC-FCT-LCK Switching costs factor – contractual lock-in 

SC-FCT-BNF Switching costs factor – benefit loss costs 

SC-FCT-EOU Switching costs factor – ease-of-use of the other operator’s services 

SC-FCT-NPI Switching costs factor – number portability impact 

SC-FCT-PRL Switching costs factor – personal relationship costs 

SC-FCT-BRL Switching costs factor – brand relational costs 

SC-FCT-AMN Switching costs factor – attachment to mobile number 
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SC-GRP Switching costs groups 

Switching costs impact on different customer type 

SC-IMP-CT Switching costs impact on different customer type 

SC-IMP-CHR Characteristics of the customers impacted the most by the switching 

costs 

Effect of the switching costs on the customer retention 

SC-CR Effect of the switching costs on the customer retention 
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7.4 Appendix 4: Interview Coding 

7.4.1 Interview 1 

Department: Marketing Operations Department 

Job title: Head of Marketing Operations 

Age: 40 - 50 

Duration: 60 minutes 

 

Customer Retention 

CR-DFN Customer Retention is when the customer keeps on doing business with 

us, thus does not churn. 

Customer retention can be increased by offering new products and 

services, promotions, bundles, especially items that are not offered by 

the other operator. The aim is to make the customer happy. 

CR-FCT Customer retention can be inferred from our distribution network, our 

sales team are always in direct contact with the dealers and distributors, 

and they continuously report the market trends. Customer retention can 

be also concluded from social media and from our customer care 

feedback; complaints, call canter and CSR. 

CR-FCT-MEE Usually dealers play an imperative role when the customer decides to 

buy a SIM card or start a contract with the operator; Lebanese 

customers are highly affected by the suggestions of the dealers. The 

dealers will sell Alfa or Touch SIM cards based on the incentives paid 

by each operators, so if Alfa gives the dealer better incentives, he would 

do his best to convince his customers to buy Alfa line or vice versa in 

order to maximize his profit. 

Switching Costs 

SC-FCT The suggestions of the dealers have the highest impact. 

SC-FCT-QOS Alfa and Touch have nearly the same coverage 
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SC-FCT-EVL Alfa and Touch have the same portfolio and offerings 

SC-FCT-LRN Alfa and Touch have the same portfolio and offerings 

SC-FCT-STP Alfa and Touch have the same portfolio and offerings 

SC-FCT-EOU Alfa and Touch have the same portfolio and offerings 

SC-GRP Procedural and relational switching costs are higher for Postpaid 

subscribers than for Prepaid, financial switching costs have the same 

impact on all customers. 

Switching costs impact on different customer type 

SC-IMP-CT Procedural and relational switching costs are higher for Postpaid 

subscribers than for Prepaid, financial switching costs have the same 

impact on all customers. 

Effect of the switching costs on the customer retention 

SC-CR In Lebanon, we have high switching costs, which play an important role 

in customer retention. Many customers are not satisfied, yet they cannot 

easily switch to the other operator. 

 

 

7.4.2 Interview 2 

Department: Sales Department 

Job title: Senior Head of Sales 

Age: 40 - 50 

Duration: 50 minutes 

 

Customer Retention 

CR-DFN Customer retention is to maintain our real customer base, as previously 

explained, a subscription that is younger than three months is still not 
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considered as real customer.  

CR-LBN The churn that we are currently facing in the Lebanese market is not all 

real; in most of the cases, dealers are initiating the prepaid lines as if 

these lines were sold and then they transfer the credit to another 

principal line that they own. The transferred credits can be used later on 

to recharge customers' phones and the naked SIM can be sold by a 

much lower price than sealed SIMs. A naked SIM card is a card 

including no credits. The naked SIMs that are not sold cannot be 

considered as churn and thus, they should be excluded from the gross 

churn in order to get the real churn. 

CR-EFF-LBN A subscription that is younger than three months in Lebanon is still not 

considered as real customer. 

Real customers can be retained whenever the operator is proactive in 

offering innovative services and high-end technologies. We strive to 

fulfil customers' needs even if the customer is still not fully aware of it. 

Switching costs impact on different customer type 

SC-IMP-CT Prepaid customers are not much impacted by the switching costs, only 

very old prepaid subscribers might be impacted, however, prepaid 

churn is higher than postpaid churn. The highest impact is on VIP and 

corporate customers, in fact, corporate customers have international 

business and contacts and changing their mobile numbers is a real 

hurdle to their business. Also corporate customers have special 

treatments, they do not call our call center if they have any complaint or 

inquiries, each corporate client have an administrative line from which 

he can directly call an employee in the back office team, and this reason 

also makes it hard on corporate customers to switch. 

Effect of the switching costs on the customer retention 

SC-CR The switching costs have low impact on the customer retention in the 

Lebanese market due to the monopoly of the two current operators Alfa 

and Touch. Both operators have the same products, same prices and 

nearly the same network coverage and technologies, the only 

competitive edge that operators can take advantage of is in the offered 
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services. 

Alfa and Touch are not willing to trigger a fierce competition, they are 

somehow happy with the current market status and thus are not willing 

to invest in a “market war”, as marketers prefer to call it, in order not to 

risk their revenue streams. 

 

 

7.4.3 Interview 3 

Department: Commercial Support 

Job title: Head of Commercial Support 

Age: 40 – 50 

Duration: 90 minutes 

 

CR-DFN Customer retention is the process of retaining customers. After 

receiving the responses of the surveys triggered by the Customer 

Experience team, each department takes the results and checks the 

improvements that can be done from his side. The commercial support 

team has many contributions that increase customer retention, mainly 

by offering trainings to the Commercial Team and by trying to provide 

the most efficient SIM cards and Recharge cards. 

Customers would feel frustrated if they call our call canter or visit our 

point of presence more than once in order to solve a certain problem. 

An adequate training is delivered to the commercial staff and agents in 

order to serve the client in a clear efficient manner. Also an intranet 

dedicated for that purpose is continuously maintained to support our 

agents. 

On another hand, customers expect that SIM cards will work on any 

mobile phone currently in the market and thus it is very important to 

work with the best SIM cards providers in order to increase our 

customers’ satisfaction, to note that a high quality SIM card increases 

the stability of the network signal. 
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The commercial support team also make sure the scratch cards have a 

good quality, Lebanese consumers are paying a lot for the recharge 

cards, they expect to have a good service in return, defected and 

scratched cards that would not show clearly the 15 digits’ secret code 

would decrease customers’ satisfaction. 

One example of the quality of SIM cards was during the launch of 3G 

and 4G services when Touch customers had to replace their SIM cards 

in order to benefit from the 4G service, while Alfa customers were able 

to directly benefit from this service. In fact, during the launch of 3G 

services, the commercial team coordinated with their suppliers in order 

to get a USIM card that is compatible with 3G and 4G services at the 

same time, even though we didn’t have the 4G services yet, it was a 

proactive decision. Changing the SIM card in order to benefit from the 

4G services was very frustrating for Touch customers, and this is where 

many Alfa customers were proud of their operator. 

CR-FCT As long as the customer still uses our service, he is considered as 

retained. We can predict a churn behavior whenever a customer 

increases the submission of complaints, especially if these complaints 

are not well resolved, which require a close follow up. 

Also customers might churn if they are frustrated by the quality of our 

SIM cards or recharge cards. 

Switching Costs 

SC-FCT The factors impacting the customer decision to switch are decreasing 

with time. 

The most important factors affecting a customer decision to switch are 

his profession, the cumulative number of complaints that he has 

submitted and the attachment to his mobile number. 

SC-FCT-NPI Some of the cases however, where customers will find it difficult to 

switch is when their business is directly related to their mobile number, 

for instance, a doctor will find it challenging to switch his mobile 

number since losing his number will make him lose his old customers 

and also this will make him unavailable in case of any emergency. 
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SC-FCT-AMN Back in the nineties, the only way to reach a contact was through his 

mobile number, nowadays there are lots of channels in which you can 

reach anyone, therefore, changing the mobile number is getting easier 

with time, especially for senior and low usage customers since their 

number of contacts is small. 

Switching costs impact on different customer type 

SC-IMP-CT The most impacted customers are people having a profession in which 

they have to stay connected and available, especially that switching to 

another operator is somehow related to changing the mobile number in 

the Lebanese market. Senior and low usage customers, mostly prepaid, 

are not so impacted by the switching costs. 

Effect of the switching costs on the customer retention 

SC-CR Currently, the impact of the switching costs on the customer retention in 

the Lebanese market is not important especially that most customers 

already have one mobile number from Alfa and another from Touch. 

The Lebanese market will not keep this current status for a long time, it 

will change in order to accommodate with the worldwide telecom 

trends, and some changes will increase the impact of the switching costs 

enormously, such as: 

·        The introduction of a new mobile operator 

·        The number portability service that can be triggered either by the 

management of current operators or enforced by the Lebanese 

Telecommunications Regulatory Authority. 

 

 

7.4.4 Interview 4 

Department: Reporting and Customer Experience Department 

Job title: Senior Head of Reporting & Customer Experience 

Age: 40 – 50 

Duration: 60 minutes 
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Customer Retention 

CR-DFN The customer retention is a program and a strategy that allows the 

operator to retain their customers especially those who are at risk of 

churning.  

The retention program requires a budget since it should follow the 

customer from the moment he does the first purchase until the end of 

his lifetime with the operator. 

CR-LBN Due to the current structure of the Lebanese telecommunication market, 

where the ministry of telecommunication owns the two operators and 

should preapprove any budget, the customer retention program is not 

given a high priority. Whether the customer uses an operator or the 

other, the revenues will go to the same party at the end of the financial 

period, which is the ministry of telecommunication, therefore, 

providing a budget to retain customers in one of the operators is not 

profitable for the ministry. 

CR-EFF-LBN In order to predict if a customer will churn, we have to look at his 

behavior, usage and consumption. 

CR-FCT The best indicators that allows to predict the level of retention or in 

another term the probability of churning are: 

• Technical problems, mainly related to coverage, dropped calls, silent 

calls, unreliable data network connection… 

• The purchasing power of the customer, a decrease in the consumption 

of a customer might signal a lower purchasing power and thus a higher 

risk of churn. 

Other factors are not relevant since Alfa and Touch have the same 

products, prices and coverage. 

Switching Costs 

SC-FCT Since Alfa and Touch have the same portfolio and technologies, many 

factors are not applicable in the Lebanese market such as seeking cost, 

evaluation cost, contractual lock-in also both operators do not have 

loyalty programs, thus there is no benefit loss. 
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Most point of sales and retailers in Lebanon usually sell both Alfa and 

Touch, they try to minimize the time required by their agents to sell a 

new line, thus they do not offer a lot of information to end users. Also 

the current sales incentive is upfront and does not take into 

consideration the length of the subscription, such as an additional 

incentive if the customer recharges more than three times after initiating 

his line. Thus there is no benefit for the point of sales in explaining the 

detailed portfolio of each operator, if the customer did not get what he 

really needs, he will come back to purchase another line or plan later 

on. 

SC-FCT-EVL Since Alfa and Touch have the same portfolio and technologies, this 

factor is not applicable in the Lebanese market 

SC-FCT-LRN Since Alfa and Touch have the same portfolio and technologies, this 

factor is not applicable in the Lebanese market 

SC-FCT-STP Since Alfa and Touch have the same portfolio and technologies, this 

factor is not applicable in the Lebanese market 

SC-FCT-LCK Does not exist in the Lebanese market 

SC-FCT-BNF Does not exist in the Lebanese market 

SC-FCT-EOU Since Alfa and Touch have the same portfolio and technologies, this 

factor is not applicable in the Lebanese market 

SC-FCT-NPI This is an important factor unless the number portability service was 

introduced by operators 

SC-GRP The suggested categorization of the switching costs into procedural, 

financial and relational is valid in the Lebanese telecommunication 

market. 

Switching costs impact on different customer type 

SC-IMP-CT Prepaid customers have the least switching costs and thus they represent 

the riskier category. 
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Effect of the switching costs on the customer retention 

SC-CR There is definitely a link between the switching costs and the customer 

retention, most probably it is a positive correlation, however, this topic 

is not studied yet, thus an accurate response can be provided. 

 

 

7.4.5 Interview 5 

Department: Customer Management Department 

Job title: Head of Customer Management 

Age: 40 – 50 

Duration: 90 minutes 

 

Customer Retention 

CR-DFN Since customer retention is to avoid churn, a deep analysis of the type 

of churn is imperative.  

CR-LBN The customer retention is an important but not a critical topic in the 

Lebanese market since Alfa and Touch have the same products, 

services and pricing structure, operators have a small margin of 

competition in the services they offer and the way they treat customers. 

CR-EFF-LBN Churn can be voluntary and involuntary. Involuntary churn happens 

when the customer is forced to stop using the operator’s service due to 

travel, death or financial problems where he is not able to settle his 

unpaid bills or if he commits any fraud. Voluntary churn is when the 

customer still wants to use the operator’s services but takes the decision 

to switch to another operator, and this is what we call real churn. After 

identifying the real churn rate, we find that the churners are usually 

prepaid users, young customers or they already have two subscriptions, 

one from each operator, so they might decide to keep only one 

subscription at a certain point in time for some reasons. 
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CR-FCT After separating the real churn from involuntary churn, the only way to 

measure the customer retention is by assessing the level of satisfaction 

of the customer with his current operator, if the customer does not have 

technical or billing problems with his operators, then he is less likely to 

switch to another operator. 

Switching Costs 

SC-FCT The payment method is also a factor, customers having their bills 

domiciled at the bank are less likely to churn, their bill is settled with no 

efforts from their side and having a bank account can also signal a good 

financial status. 

SC-FCT-QOS The region is an important factor in the Lebanese market, some regions 

face a bad network coverage, and thus they are more likely to switch to 

another operator 

SC-FCT-LCK New postpaid customers or customers who migrate from prepaid to 

postpaid will have to keep their lines for a minimum of 12 months or 

else they will have to pay the subscription fees of their first year. This is 

the only contractual lock-in that we have; however, it is not an 

important factor since it exists for the first year of the postpaid 

subscription only. 

SC-FCT-NPI Customers using their numbers as a primary contact for their businesses 

are less likely to change their numbers. 

SC-FCT-PRL In some regions, the personal relationship is very important for some 

customers, especially outside Beirut and condensed cities, for examples 

some people ask for a specific employee when they visit our stores, 

moving this employee from the regional store will decrease the 

satisfaction of some customers. 

SC-FCT-BRL Some regions are less educated than others and thus are less likely to 

switch especially when they get used to an operator. 

SC-FCT-AMN The attachment to mobile number is a very important factor whenever a 

customer decides to switch, especially in the Lebanese market, in other 

markets, the mobile number is composed of eight or more digits, in 
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Lebanon it is only six digits, so it can be easily remembered if it has an 

easy pattern. Customers having an easy number to remember find it 

very hard to change their number 

SC-GRP The grouping into procedural, financial and relational makes sense 

Switching costs impact on different customer type 

SC-IMP-CT The customers that are more likely to switch to another operator are 

prepaid customers, young customers and people having financial 

problems. 

SC-IMP-CHR The age of the customer is an important factor, people above 40 are 

more reluctant to change and they prefer to stick with the operator that 

they have already experienced. Also mature customers have more 

values than the current youth generation these days and thus they tend 

to be more loyal. 

Many factors also affect the customer decision to switch to another 

operator in the Lebanese telecommunication market such as: 

·         The lifetime of the subscription, old customers are less likely to 

churn 

·         The type of the subscription, prepaid customers are more likely to 

churn 

·         Corporate customers cannot switch operators easily in order not 

to affect their business. 

·         Customers who already have one subscription for each operator 

and decide to keep only one subscription at a certain point in time for 

some reasons 

The level of usage is an important metric as well, heavy users are easier 

to retain since they are more attached to their mobile number, this can 

be due to the type of their profession. Elderly retired customers are not 

attached to their mobile number as much as a doctor would be. The 

level of usage can be deduced from the average revenue per user 

(ARPU). 

Effect of the switching costs on the customer retention 
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SC-CR The switching costs have an important effect on the decision of some 

customers to switch to another operator, but have no impact on some 

others especially when they have unpaid bills since they might find a 

way to switch to the other operator without having to settle their 

previous bills. 

 

 

7.4.6 Interview 6 

Department: Corporate Strategy and Project Management Office 

Job title: Senior Head of Corporate Strategy & PMO 

Age: 40 – 50 

Duration: 50 minutes 

 

Customer Retention 

CR-DFN Customer retention is the activity a company undertakes to prevent 

customers from defecting to alternative companies. Successful customer 

retention starts with the first contact and continues throughout the entire 

lifetime of the relationship. 

CR-FCT Customer satisfaction greatly impacts both customer repurchase 

intentions and repurchase behavior. A satisfied customer usually 

remains with his supplier. An unsatisfied customer will not necessarily 

churn, if competition has no coverage over his residence or work area 

or if he is so attached to his number he will remain with his supplier. 

Theoretically, the customer retention can be measured by adding the 

customer satisfaction value to the indicator measuring the dissatisfied 

customers with no intention to churn because of different 

considerations. 

CR-FCT-MEE Customer retention is dictated by the customer repurchase intentions 

and his repurchase behavior. 
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Switching Costs 

SC-FCT Some other factors impact the decision of the customer to switch such 

as the coverage and the quality of service of operators. 

SC-FCT-QOS An unsatisfied customer will not necessarily churn, if competition has 

no coverage over his residence or work area 

SC-FCT-EVL The evaluation, learning and setup costs are not applicable in the 

Lebanese market since Alfa and Touch have nearly the same offerings. 

SC-FCT-LRN The evaluation, learning and setup costs are not applicable in the 

Lebanese market since Alfa and Touch have nearly the same offerings. 

SC-FCT-STP The evaluation, learning and setup costs are not applicable in the 

Lebanese market since Alfa and Touch have nearly the same offerings. 

SC-FCT-LCK The benefit loss and contractual lock-in does not exist in the Lebanese 

market. 

SC-FCT-BNF The benefit loss and contractual lock-in does not exist in the Lebanese 

market. 

SC-FCT-EOU Another important factor is the proximity of the operators’ stores and 

shops, customers are usually reluctant to visit distant places and they 

prefer closer outlets. 

SC-FCT-AMN The most important factor that keeps most of the customers from 

switching is the attachment to their mobile number, Lebanese customers 

consider their number as part of their identity and thus losing their 

number is not easy. 

Switching costs impact on different customer type 

SC-IMP-CT The switching costs have the same impact on all customers since the 

most important factor is currently the attachment to mobile number and 

all the Lebanese customers are attached to their mobile numbers. 

Effect of the switching costs on the customer retention 
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SC-CR Currently we don’t have relevant switching costs since the number 

portability service is not available in the Lebanese market. If this 

service was introduced, then operators will have to protect their market 

share by increasing their switching costs. 

 

 

 


